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Mr. Consumer: 


When you buy Lamps 


Buy G. I. Lamps 


Best Lamps 








Lowest Prices 
The General Incandescent Lamp Co. 
CLEVELAND, OHIO 


San Francisco Office: 


403 Atlas Bldg. 


Cincinnati Office: 
225 E. 4th St 


Seattle Office: 223 Colman Bldg. 











ELECTRIC ii 


Catalog of 200 Free. Ifit’s Electric we have it. Big Catalog 4c 
OHIO ELECTRIC WORKS, Cleveland, Ohio 


The World’s Headquarters for Dynamos, Motors, Fans, Toys, 
Batteries, Belts, Bells, Lamps, Books 


We Undersell All We Want Agents 


BUY BUCKEYE 
TUNGSTENS Now 
B-E-C-A-U-S-E 


Buckeye Tungstens are skillfully, carefully 
and honestly made. 





























Buckeye Tungstens are long of life and 
constant in service 


Buckeye Tungstens were reduced 10% in 
price on September Ist. 








BUCKEYE ELECTRIC CO. 
CLEVELAND, OHIO 


In writing to advertisers, mention 

















““ American’ 


Chafing-dish 


| ns Girl 

















Sell Service 


You're looking for goods 
that are easily sold, that stay 
in order, that the consumer 
uses whenever possible and is 
proud of. 

Aren’t you? 

[f you are looking for that 
sort of chafing-dishes, percola- 
tors, disc heaters, curling-iron 
heaters and flat irons—we can 
do business together. 


In selling American goods 
you are selling solid comfort, 
you are selling constant service. 


Why not sell goods that 
will be a continuous source of 
revenue after the sale? That 
means more than a little profit 
on the sale. 

We have a catalog for you 
— free. 
































American Electrical 
Heater Company 


Detroit, Michigan 














‘*Selling Eleetricity.’’ 
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Sell What the People 
Want to Buy 


HERE is a constant trend of the public mind 

toward better taste in lighting fixtures and_port- 

ables, toward a realization of the beauty of simple, 
graceful lines. 

The public is breaking away from the clumsy, over- 
decorated brassware that delighted tinsel-loving minds of a 
few years ago. 

Are you taking advantage of this turning toward true, 
simple beauty and good craftsmanship? 

Do you realize the popularity of the well-made, simple, 
graceful — yet sturdy, Miller portable lamp? 


Don’t you think you might as well sell what the public 
wants? 


Look at this 
Example 


Note its graceful lines 
—its simplicity. 

















Our catalog tells more about it and others. 


Edward Miller & Company 


Meriden, Connecticut 
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IT IS OUR BUSINESS 
TO GET 


NEW BUSINESS FOR YOU 





























We can do it if you will give us a chance. 

We have been doing it for other companies and know 
what we are talking about. 

We don’t serve our clients with luke warm syndicate 
matter. We give them absolutely individual treatment. 

First we locate the cause, then the effects, and finally 
show the remedy. 

That is what our Commercial Engineering Investiga- 
tion consists of. 

It shows you where your commercial department is 
weak and shows you how to strengthen those spots. 

Then, if desired, we will “apply the remedy ” we 
have prescribed. 

We don’t give you valueless advice — we back our 
statements by work. 

Let us hear from you in regard to this proposition. 

It may mean money to you. 

Write us to-day. 


























C. W. LEE COMPANY 


West Street Building NEW YORK 




















In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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Cold Weather 
Sells the 
Heating Pads 


ANY people use an Electric 
Heating Pad practically 
every night through the winter 
to warm up the bed-clothes be- 
fore retiring. Then too the cold, 
wet season aggravates ills, like 
neuralgia, that the heating pad 
does so much to relieve. Alto- 
gether the time is now at hand 
when these articles can be most 
readily introduced. The stations 
that begin early will get the 
revenue from them all winter. 
Remember Simplex Pads have 
given the best satisfaction for 
years. 


SHEX TLEORICHEAINC 


Cambridge, Mass. 


Monadnock Building, Chicago 


/| 
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Power Load at 
Lighting Rates 


The market for Electrically-driven pumps 
is a demand that must be created. It isn’t 
handed to you on a platter—people don’t 
come around and beg you to sell them pumps. 

But the shrewd New Business man sees 
many opportunities for introducing 


Simplicity Pumps 
In Homes, Apartment Houses, 


Hotels, Office Buildings, 
Suburban Residences. 




















This is a cut of our new type of Duplex 
Doubie-Acting Pump, suitable for any gen- 
eral service up to 150 lbs. pressure, 25 foot 
suction lift and in any capacity up to fifty 
gallons per minute. 

The simplest, most efficient and most re- 
liable pump on the market; operates with 
less power and sells for less money per 
gallon delivery than any other. 

Fully guaranteed, and has no competitor 
when simplicity, economy, durability and 
costs are considered. Write for details. 


Manufactured by the 


Sanitary Pump Co. 


DAYTON, OHIO 
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GEORGE B. SPENCER 


Advertising 
and 
Sales Counsel 


Suite 500 
42 East 23rd Street 
New York City 





Consultation—by letter, or appoint- 
ment, only 
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The Services of Experts 


t solving problems in Illuminating Engineering your own men soon 





get into ruts. All installations soon take on a monotonous sameness 

which is both discouraging to you and unsatisfactory to your cus- 
tomers. Under such conditions, the occasional employment of the services 
of experts is the truest economy. It educates and enlivens your represent- 
atives, and injects individuality into the work of your own IIluminating 
Engineering Department. 


TERMS MODERATE 
Bureau of Illuminating Engineering 
437 FIFTH AVENUE, NEW YORK 


ALBERT J. MARSHALL, Chief Engineer 
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GEORGE WILLIAMS’ 


Latest Book on 


How to Get Business 








The National Commercial Gas As- 
sociation asked George Williams to 
get out a book on “ New Business 
Methods in 1909.” 

He did it, and that book is the best 
thing on the subject in type. It tells 
all about planning, organizing, selling 
--the principles and practice of New 
Business Getting. 

You need this book (that is, if you 
want to be a success as a_ business 
getter, YOU need it). 


136 Pages. Buckram Covers. Many Illustrations. 


Price $3.00 
Order from FRANK B. RAE, JR., Puddisher 


74 Cortlandt Street, New York City 
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OLD UP YOUR HEAD! 

Throw out your chest! 
About the time you begin 
to look upon yourself as the 
poorly paid slave of a hated 
corporation, just think what 
this word 


ELECTRICITY 


means---think what the world 
would be without it. Think 
what it would be without you 
and others like you to sell 
electricity. 

Hold up your head! 
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Service 


y \ HE yellow journals and labor unions stick to the old idea of eco- 
nomic strife. They depict the Hated Monopoly shaking down the 
weak and worried Public; the Bloated Capitalist dancing on the 

prostrate Proletariat. This sort of foolishness sells newspapers and makes 

easy the job of the walking delegate—but it isn’t true, though it may have 
been once. 

Today, success is based on service. 

This is true of a company or an individual. You must deliver the 
goods at the prevailing price, whether those goods are kilowatts of elec- 
tricity or strokes of a pickaxe or signatures on contracts. You must 
deliver—render service—and the more thoroughly you appreciate that it 
IS service, the greater your success. 


forth, you feel gratified. ‘Five cents’ worth of cayenne pepper? 

Yes, Mr. Jones. Here is some fresh ground, nicely boxed, clean, 
wholesome, full of fire. Take that? Yes, sir. The price is a quarter, but 
it’s much better. Send it up? Yes, Mr. Jones. Thank you.” 

You go away gratified at having spent five times as much as you in- 
tended—gratified because you were SERVED, instead of SOLD. 

Now, that same principle applies no matter what the business nor who 
the actors. The successful grocer serves his trade; the successful banker 
serves his depositors; the successful anything serves the people who come 
to him. 

But service goes farther. In a crude form, service means mere 
servility—refined, it means devotion to the interests of those who depend 
upon us. Thus, if the grocer succeeds by boot-licking in making a larger 
sale of inferior goods, that is not service; but when he gives us the benefit 
of his expert knowledge and recommends something better and more 
satisfactory than the article which we had ignorantly selected, he does us a 
service. So also, the banker who wheedles us into investing in wildcat 


7 N Y HEN you go into the corner grocery and the proprietor hurries 
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stocks is not doing us a service, no matter how ingratiating his manner; 
but when he laboriously guides our investments into safe channels, then he 
is our servant in the fullest sense of the word. 

Every public utility man is a public servant. The very designation of 
the company—public service corporation—indicates this. We are public 
servants, and as such should realize not alone our opportunities but our 
duties. 

We owe a duty to our customers exactly as the grocer and banker, 
owe a duty to us. It is not enough to get business—we must get the busi- 
ness on a basis which will best serve our customer. To sell a four-horse 
motor to a man who needs only a half-horse, to sell an elaborate and ex- 
pensive sign to a man who can’t afford it, to install inefficient equipment 
because the customer is ignorant and will “stand for it’—that is not 
service. 

A few years ago there was a great to-do about salesmanship. It was 
taught as a “science’”—a sort of mental jiu-jitsu whereby one was instruct- 
ed how to catch the prospective customer off his guard and bring his fist 
to the dotted line of the contract. The whole effort was to get the order. 
But orders are comparatively unimportant details. They come easy— 
when the customer is convinced that he is being SERVED. They come 
hard only when he feels that he is being SOLD. 


THE HOUSE ELECTRICAL 


N another page is described a unique and successful demonstration 
—the Brooklyn Edison Company’s “House Electrical.” 

The most notable feature of this demonstration of all the 
home applications of Electricity is that it is not overdone—not exaggerat- 
ed. The electrical equipment is such as any well-to-do enthusiast might 
install without affectation or extravagance. 

The House Electrical idea first took definite form a few years ago in 
Schenectady, where Mr. Hillman, then of the General Electric Co., had his 
famous “House without a Chimney.” Similar attempts have since been 
made here and there to demonstrate the doubtful practicability of a total 
reliance on electric current for light, heat, cooking and power in the 
modern home, but in most cases the too radical transition from accepted 
methods has resulted in an erroneous and unfortunate impression upon the 
public. Extravagant claims and extravagant applications of electricity do 
not promote popular enthusiasm; they engender distrust and create a spirit 
almost of ridicule which associates itself with the entire demonstration. 

The Hillman “House without a Chimney,” for instance, had in fact, 
not only a chimney, but a furnace in the cellar and an open fireplace on the 
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first floor. True, an electric luminous radiator stood in this fireplace, but 
the furnace was modern and businesslike and little reliance was placed 
upon the electric auxiliary. The name “House without a Chimney” was 
given wide publicity, consequently the first thing that occurred to each 
visitor was to look, and the effect of seeing one sticking up out-of the roof in 
the ordinary way caused most of them to smile. The remarkable fact that 
electricity was used exclusively in the kitchen was weakened and the 
ultimate impression of the “House without a Chimney” in each man’s mind 
was similar to that left by a circus side-show and largely because it was 
extravagantly named. 

But while electricity is not yet our universal servant there are many 
home applications where its superiority is undeniable and the popularity of 
these should not be jeopardized by exaggeration. 

Such claims, for instance, as are made for economy in electrically 
boiling eggs by the flashing steam process are ill chosen. For, if an egg 
can be boiled by electricity when suspended in the steam with a consump- 
tion of energy only sufficient to vaporize a tablespoonful of water, why 
with the same ingenious utensil and like care, can it not be boiled more 
cheaply on the gas range? Such an argument does not popularize elec- 
tricity; it sets forth the economic virtues of the steaming process. 

Central stations and manufacturers of electrical household appliances 
find the greatest success when they stay on the level of this work-a-day 
world in their methods of introducing domestic utensils. The commercial 
manager must realize and remember that there are more of the people than 
there are of him; he must adapt his proposition, not only to the wants, but 
so far as possible to the mental attitude of his public. He cannot adapt 
the people to his service, except by the gradual process of common-sense 
education. And in this there can be no exaggeration or extravagance. 

It is gratifying to note that in the Brooklyn demonstration, these facts 
have been kept in mind. 


PRINTER MIXED THE CUTS 


which calls not alone for acknowledgement but for apology. The 

Benjamin Electric Company sent us last month an ad. descriptive of 
their Tungsten Arc. 

“Tungsten Arc?” says the printer. “Sure, I know what a tungsten 
arc is,” and he picks out a cut of a Federal Electric Company fixture. 

Of course somebody should have caught the error, for the cut plainly 
bore the Federal name, but nobody did, hence our apologies to all parties 
—and we'll try never to do it again. 


L: is always embarrassing to acknowledge an error, but here is one 
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Prize Offer to Power Men 








Not all of these men realize that an electric power 

proposition should be prepared like a case at law—to win! 

Not all of these men know HOW to present a detailed, 
specific and convincing power argument. 


Tx. are many men selling power for central stations. 


Not all of these men understand just how to design an electric 
power installation which will figure under steam and gas in NET 
RESULTS. 

We offer our cheque for $15.00 to the man submitting the best 
general plan of campaign to be followed in selling central station 
power. We will also pay $5.00 for any other contribution to this 
contest, which we may print. 





This is what we mean:—Every power problem has certain 
individual characteristics, which require the special attention of 
the power salesman. It may be load factor, it may be the lay-out 
of the factory. Perhaps live steam is being used somewhere in 
the process of manufacture and steam power is considered un- 
avoidable, or again the consumption of waste material may be 
figured in as fuel, as in a planing mill. 

The central station power man must overcome such obstacles. 

We want to show how the old plant should be studied—how 
the plans of the new installation should be prepared—how the 
prospect should be approached—how the finished proposition 
should be laid before him—how the deal should be closed. 

Every contributor -must submit with his plan of campaign for 
illustration, the detailed account of how he has applied his sales 
policy in making some specific installation. If possible send 
photographs of the installation. 

No two power propositions are just alike, just as no two cases 
at law are alike, but the securing of evidence and the preparation 
for trial should follow a definite course. 

How do you work up your case, Mr. Power-Man? 

Contest closes February 10th. 

Committee for awarding prize, Mr. K. B. Thornton, Com’ 
Mgr., J. G. White & Co., New York City, Mr. T. J. Jones, Mgr. 


Sales Dept. United Elec. Light & Power Co., New York City, and 
the Editor of SELLING ELECTRICITY. 


























The Brooklyn House Electrical 


The Story of a Practical Demonstration : Its Results and Lessons 


By Ear E, 


AST Election 
Illuminating 


Day the Edison 
Company of 
Brooklyn opened a “House 
Electrical” to demonstrate what elec- 
tricity will do in the modern home for 
comfort and economy. 

The idea behind this demonstration 
was sound and business-like, it was 
not an attempt to produce a novel, 
entertaining exhibition of the marvels 
of electricity, but a desire to set before 
the public a modern, modest, livable 
dwelling, furnished in good taste in a 
style in harmony with its environment 
and equipped with all the practical 


W HITEHORNE 


electrical home comforts to which the 
residents in such a house might aspire. 

Great care was exercised to avoid 
the introduction of any element of 
extravagance either in the furnishings 
or in the electrical installation, and the 
result was just such a house as would 
appeal to any family of education, 
culture and moderate means. 

In the Flatbush section of Brooklyn 
there has grown up in the last few 
years a large settlement of moderately 
business who have 


prosperous men 


built their own homes paying from 
$6,000 to 


$20,000 and who live 


























Dining Room—Brooklyn ‘* House Electrical ”’ 
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in them with their wives and families 
in enjoyment of most of those good 
things which with proper effort on our 
part, the Lord will provide. In this 
district there are also a large number 
of houses erected and rented by real 
estate operators. In short it is just 
such a community to which the con- 
venience and advantages of electricity 
for lighting, cooking, laundering, sew- 
ing, sweeping, and in special instances 
for heating, make the strongest 
appeal. 

The Company arranged 
with a real estate dealer for the use of 
a $15,000, 12-room dwelling, modern 
in every particular, with hard-wood 
floors throughout, a steam heater, a 


Edison 


combination coal and gas range in the 
kitchen and the whole house well fin- 
ished and decorated. The house is 
located at No. 670 East Eighteenth 
street and the real estate man agreed 
to its use for purposes of demonstra- 
tion for a term of months. 

The active co-operation of Fred- 
erick Loeser & Company, the leading 
department store in the city, was also 
secured and the entire building was 
furnished by them complete from 
cellar to garret but with absolute re- 
gard for good taste and an avoidance 
of all luxurious appointments which 
would be beyond the probable means 
of an owner. Everything was done, 
however, to make the house not only 
homelike and comfortable, but indica- 
tive of prosperous refinement. 

In the furnishings were included 
proper curtains and draperies for 
doors and windows, both upstairs and 
down, and appropriate rugs and pic- 
tures in all the rooms. In the parlor 
was a piano with mechanical attach- 
ment, and the necessary chairs, tables 


and bric-a-brac. The library con- 
tained a heavy oak davenport, center 
table, and book case. In the dining- 
room was a handsome oak suite. The 
kitchen was complete with the neces- 
sary utensils for cooking and the pan- 
tries were stocked with china, silver 
and supplies. Upstairs the bedrooms 
were furnished, one all in mahogany 
and the others in less expensive woods, 
with bedsteads. The Loeser 
Company installed about $7,000 worth 


brass 


of fittings and the house was in every 
particular ready for occupancy. Com- 
bination gas and electric fixtures of 
good designs were already in place. 

In addition to this the Edison Com- 
pany installed base board receptacles 
throughout, wired on a separate meter 


circuit with the idea of impressing on 


the public the necessity of providing 

such circuits for portable devices. 
For purposes of demonstration the 

following appliances were installed: 


Lower HALL (SQUARE): 
Chandelier lights, 25 watt tung- 
sten lamps. 
Electrolier on table. 
Christmas tree outfit on tree dur- 
ing holidays. 
PARLOR: 
Chandelier light, 25 watt tungsten 
lamps. 
Electrolier on table. 
Luminous radiator. 


LIBRARY: 
Chandelier lights. 
Electrolier on table. 
Small fan on top of book case. 
Cigar lighter. 
DINING Room: 
Dome fixture table, dec- 
orated during Christmas week 
with tree outfit. 


over 
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Kitchen—Brooklyn 


On sideboard—Copper chafing 
dish, coffee percolator, kettle 
and stove. 


On serving table—Toaster, hot 


water cup. 
On glass closet—Small fan. 


PANTRY: 
Side wall lights. 
Plate warmer. 
Portable vacuum cleaner. 


KITCHEN: 

Ceiling light, 60 watt tungsten 
lamp. 

Simplex kitchenette complete. 

Electric heater attached to kitchen 
boiler. 

Electric water urn. 

Waffle iron. 


Cereal cooker. 





“House Electrical ”’ 


Vegetable boiler. 

Broiler. 

Chafing dish. 

Teapot. 

Flatiron. 
[LAUNDRY: 

Lights. 

\Vashing machine. 

Flatirons. 


Upper HALL: 


Light. 


FRONT BEDROOM: 

Chandelier and side wall lights. 

Long distance turn down lamp in 
chandelier with switch at head 
of bed. 

Large heating pad. 

Curling iron. 

Foot warmer. 
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BEDROOM No. 2: 
Chandelier and side wall lights. 
Long distance turn down lamp, 

same arrangement. 
Heating pad. 
Hot water cup. 

SEWING Room (WITH BED): 
Chandelier and side wall lights. 
Motor driven sewing machine. 
Two-pound electric iron. 

NURSERY: 

Chandelier and side wall lights. 
Long distance turn down lamp. 
Hot water cup. 

Baby’s milk warmer. 

BATHROOM : 

Side wall light, pull string turn 
down lamp. 

Sterilizer. 

Hot water pot. 

Vibrator. 

Hair dryer. 

Curling iron. 

Three desk type telephones were in- 
stalled in the house; in front bedroom, 
dining-room and parlor, though per- 
haps a better and ample arrangement 
would have been two instruments 
located in upper hall and library. 

A portable wattmeter was provided 
for use in demonstrating the actual 
consumption and operating cost of any 
device. 

It was agreed between the three 
contracting parties, the Edison Com- 
pany, the Loeser Company and _ the 
John R. Corbin Company, owners of 
the property, that no attempt should 
be made to solicit business from any 
caller, but that all visitors should be 
welcomed as guests and extended 
every courtesy. It was to be primarily 
a demonstration of electrical home 











but in addition to the 
representatives of the Edison Com- 
pany, a salesman from the department 
store was to be present to answer ques- 


conveniences, 


tions as to the value of furnishings, 
etc. Unobtrusive black and white 
cards were displayed in each room 
announcing that the furniture and dec- 
orations were for sale. The owner's 
to-let sign remained on the front of 
the building and they reserved the 
right to show the house at all times 
and advertise it as one of their prop- 
erties. 

There was to be no direct solicita- 
tion, however, no spread of price mark 
and testimonial, and no register of 
guests was kept. The name of no 
visitor was asked, unless he or she 
evinced an interest in some special 
detail and a desire for additional 
information. At the same time, 
every effort was. made by all par- 
ties to secure in this way as many 
interested prospects as __ possible. 
There were in attendance in behalf of 
the Edison Company, a young man 
from the contract department, to dis- 
cuss with guests the wiring of houses 
and the installing of outlets for added 
consumption, an experienced cooking 
expert and two young ladies of at- 
tractive appearance to entertain and 
demonstrate. A colored maid was in- 
stalled in the kitchen to do the neces- 
sary housework and demonstrate the 
kitchen and laundry devices when nec- 
essary. 

So much for plans and preparations 
—now for results. 

Invitations were sent out by the 
Edison Company, the Loeser Com- 
pany and the Corbin Company, 
printed on heavy decorative paper 
and worded as follows: 
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a beautiful modern dwelling built by the John R. Corbin Com- 
pany at 670 East Eighteenth Street, between Foster Avenue and 
Glenwood Road. 

The Brooklyn Edison Company has provided a complete equip- 
ment for domestic electrical service, and the modern uses of electricity 
in the home are shown in unique fashion. Frederick Loeser & Com- 
pany have installed beautiful, novel and home-like furnishings. 
Invitations are now extended to discriminating people to inspect this 
rather unusual exhibition of the comforts and beauties possible in the 
modern home, and you may spend an hour or more in this new house 
pleasantly and to advantage. 

From one to nine P. M. each day, the house will be open for in- 
spection, and the conveniences and advantages of electric cooking, 
laundering, sewing, sweeping, etc., will be practically shown by 
experienced attendants. 


Yrs are cordially invited to inspect the ‘HOUSE ELECTRICAL,” 


EDISON ELECTRICAL ILLUMINATING 
COMPANY OF BROOKLYN 


FREDERICK LOESER & COMPANY 


From Election Day to the end of coffee and sandwiches and those who 
December over 5,000 people had been were invited to special receptions par- 
entertained at the “House Electrical 


took of more elaborate refreshments. 
Most of them had been served with The largest single day’s attendance 
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Sewing Room—Brooklyn “* House Electrical ”’ 










































294 Selling Electricity 





Janvary, 1909 





was 500, it being one of the first Sun- 
days. On Thanksgiving Day, 207 peo- 
ple were received and on Sunday, No- 
vember 29th, 406, a careful count 
being kept as the guests entered the 
front door. Owing to the fact that 
the Sunday evening attendance was 
comparatively small, the closing hour 
on that day was soon changed to 6 
p. m. The liveliest interest was 
created among the neighbors, many 
ladies virtually acting as special free 
lance demonstrators, and appearing 
day after day with new friends and 
acquaintances. 

Special invitations were sent out 
from time to time to ladies’ clubs and 
congenial parties to attend an after- 
noon reception. The average number 
present at such functions was 60. On 
these occasions a general talk was 
given on the subject of electricity in 
the home, following which a buffet 
luncheon was prepared in the dining- 
room and pantry before the interested 
guests. Attractive china was used 
and embroidered doilies and paper 
napkins. Creamed chicken, salmon, 
oysters or lobster was served in 
ramokins, with biscuits, sandwiches, 
cake and coffee. Everything was, of 
course, prepared by electricity. 

It was found that the initial interest 
of the guest was about divided be- 
tween the electrical exhibit and the 
furnishings. This interest, however, 
appeared to be sincere and there was 
a comparatively small attendance of 
the merely curious. A large number 
of orders were given for irons, perco- 
lators and tungsten and turn down 
lamps and other appliances were sold 
in smaller degree. The sample of the 
new G. E. toaster in the dining room 
created great interest and over 300 


orders could have been taken if the 
device could have been secured from 
the manufacturers. 

A number of people asked for cum- 
plete estimates on wiring their own 
homes, and five of these houses are 
now on the Edison lines. A great 
many others have voluntarily given 
their names as interested in the subject 
and asked for tentative bids. These 
prospects have been handled by the 
same man with whom they talked, and 
a contractor has been taken to each 
house to figure and draw up specifica- 
tions. Other bids have been secured 
on these same specifications to avoid 
annoyance to the prospect and the bids 
have been delivered by the Edison 
man in person. In all, over 40 esti- 
mates have been given. The approach 
of the holidays has prevented the 
closing of many of these leads, but 
there is much resulting business in 
sight. There have been many cases, 
however, where present consumers 
have installed base board outlets for 
portable apparatus. 


The department store and the real 
estate firm have fared equally well. 
Practically everything in the house has 
been sold for future delivery and there 
have been innumerable sales made in 
the store where customers have 
wanted articles similar to those seen 
in the “House Electrical.” The prop- 
erty itself has been sold to a guest of 
the demonstration, and several other 
similar houses have been sold by the 
Corbin Company directly attributable 
to this agency. 

In short, all parties are so well 
pleased that the Loeser Company has 
offered to repeat the demonstration in 
another section of the city, and the 
plans are now being consummated. 














January, 1909 


Selling Electricity 





























Laundry—Brooklyn *“ 


The Flatbush house will be closed this 
month. 

Such is the story of the Brooklyn 
House What 


mean? 


“cc 


Electrical.” does it 

It means that a central station, a 
department store and a real estate firm 
have been able to co-operate in an elec- 
trical demonstration exceedingly 
profitable to all three in direct sales 
as well as in advertising. It means 
practical proof that any central sta- 
tion in any city of moderate size may 


employ the same methods with equal 
promise of success, for though Brook- 
lyn is a city of 160,000 population, 
this “House Electrical” was largely 
local in its influence which may be con- 
sidered as confined mainly to the 
Flatbush district. 


Also the “House 





House Electrical ”’ 


Electrical” has aroused in that section 
of the city, a remarkable interest in 
the home applications of electricity. 
The assistant contract agent of the 
Edison Company lives not far away 
and has noticed continually, men and 
women riding back and forth in the 
street cars talking about the electrical 
This 


part due to the wide newspaper pub- 


house demonstration. was in 
licity secured, for in addition to the 
paid advertisements of the three prin- 
cipals, much news space was secured 
The most beneficial publicity, however, 
was the direct interest aroused amonz 
the neighboring residents. The Edison 
Company has also received a volume 
of letters of inquiry, ranging from 
Newcastle-on-Tyne, England, to Red 
Lands, California; an evidence of the 
novelty of the venture. 
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It is, of course, impossible to keep 
any strict account of sales emanating 
from such a source, as there were 
numerous instances of visitors who 
showed great interest in some cooking 
device or article of furniture and who 
went away, saying they would order 
direct from the company in a few 
days. One woman came in several 
times and looked at an oak davenport 
in the library, finally bringing a tape 
measure and making careful notes as 
to size. It is highly probable that she 
purchased a similar couch direct from 
the store, but it is not on record as 
sold from the “House Electrical.” 

A point which should be brought 
out, however, is the importance of hav- 
ing the same representatives in attend- 
ance throughout the demonstration. 
It was found that people very often 
came back a second time for additional 
information and wanted to talk 
further with the same attendant. The 
Edison Company man who took care 
of the wiring inquiries was able to 
approach these prospects on a very 
different footing than before they had 
been received as his guests. More- 
over, the success of the undertaking 
engendered a spirit of enthusiasm, a 
grasp of detail and developed a system 
of demonstration which was the secret 
of the results obtained by the Edison 
Company. 

This was made particularly ap- 
parent because the department store 
was represented by different salesmen 
day by day. These men were working 
for the Loeser Company strictly on a 
commission basis, and depended for 
their income on the trade which came 





to them in the store. Since they were 
not reimbursed for the time spent in 
the “ House Electrical,’ where they 
were limited to the furnishings of 
the house, and not permitted to press 
sales, their presence there meant di- 
rect personal loss. As a result, and 
most naturally, the representatives of 
the department store came there in a 
spirit of protest and were not produc- 
tive of the results which willing 
co-operation would have assured. 

[f in spite of this, the sales of fur- 
niture and fittings were so satisfactory 
to the Loeser Company, how much 
more could have been accomplished if 
one salesman, adequately reimbursed, 
had made the “House Electrical” his 
headquarters? It would have meant 
more sales and better advertising and 
the local man could have worked with 
a salesman in the store, forwarding 
names and referring customers inter- 
ested in stock not shown in the 
demonstration. 

To be a real success, such an exhi- 
bition must be directly profitable to all 
concerned, and no detail should be 
neglected which will make for har- 
mony and enthusiasm in the demon- 
stration staff. No opportunity must 
be lost to make friends for the com- 
pany through the company’s represen- 
tatives. 

But the lasting success of the 
“House Electrical” depends most on 
the practical and personal appeal. 
Therefore, there must be good taste 
and an absence of extravagance and 
ostentatious display. Show only what 
the guest will desire for his own 
home. 

















Let There Be Light! 


By H. THurston Owens 


HE illuminated advertising 
sign is almost wholly Amer- 
ican, but that is the only 

feature of our street-lighting which 

surpasses the efforts of our European 
contemporaries. We are in need of 
considerable reform, however, in the 
method of public lighting and that 
will undoubtedly receive great atten- 
tion from our public men, engineers 
and laymen. The matter of special 
lighting is a field of great promise and 














Fig. 1. 


Hotel Albany, New York City 


should interest all those who are sell- 
ing electricity. 

Advertisers appreciate the value of 
illumination and fortunately architects 
appreciate its aesthetic value, so that 
the salesman can approach his pros- 
pective consumer with the confidence 
that his wares 


have decided merit. 


We do not have to travel abroad, for 


examples, as all of the installations 
illustrated show 
aiready 
cities. 


some of the work 


accomplished in American 


the most 
prominent buildings in a city at night 


Hotels and theatres are 
—because they are the most lavishly 
lighted. 

An instance of this kind is shown 
in Fig. 1, where the equipment con- 
sists of five illuminated signs, out- 
lining along the cornice and ten lamp- 
posts along the curb. 

The vertical sign contains 278 eight 
cp. lamps on each side and the total 
of the for exterior 
illumination is equal to 100 watt- 
hours for each guest! 


connected load 


Theatres have also appreciated the 
value of this method of attracting 
trade and some of the cleverest flash- 
ing signs have been designed for their 
use. 

Illuminated signs have become al- 
most universal among progressive 
store-keepers and in some cases the 
buildings are outlined, but the feature 
of entrance lighting is often neglected. 
In the case shown in Fig. 2, however, 
there are two entrance lamps along 
the curb at each of the entrances and 
bracket lamps on the building. The 




















Fig. 2. Department Store, R. H. Macy & Co., N. Y. City 
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lamp-post idea has also been incor- 
porated in the architecture of the 
building itself and there is one tier of 
lamps at the third story and another 
at the roof. The lamps are enclosed 
in frosted globes and the effect is very 
striking as well as artistic. 

The building is not open in the 
evening except for the holiday trade, 
but all of the lamps burn every week 
night in the year from dusk until 
midnight. 

Banks and conservatism have been 
justly synonomous, but there is no 




















Fig. 3. Office of National Newark Banking Co., 
Newark, N. J 


reason why the president should wear 
broadcloth, nor should the building 
be enveloped in gloom. 

Entrance standards, lighted every 
night, remind us that there is a place 
which is doing business. Those shown 
in Fig. 3 are not spectacular sentinels 
of welcome but they light the entrance 
by night and improve the appearance 
of the building by day. 

We are, of course, proud of our 
City Hall, and welcome all the light 
facade. 


thrown upon its classic 


Fig. 4. 











Fig. 4. City Hall, New York 


A monumental building is only 
viewed by many of us in the evening 
and the beauties of its architecture 
can be immeasurably enhanced by 
means of illumination. 

\Vould the eagles surmounting the 
posts shown in Fig. 4 scream as loud 
were it not for the lights surrounding 
them ? 

You would not need to scream 
yourself to convince the City Fathers 
that lamps would be just the thing for 
your City Hall. 

If the City Fathers don't want 





Fig. 5. Residence of Mayor McClellan of New York City 
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lamps before their house of business, 
remind them that the old foreign cus- 
tem of placing lamps before the home 

f the Mayor has been followed by at 
least one of the cities in the United 
States, and the lamps shown in Fig. 5 


burn nightly, announcing that the 

















Public School No. 15, New York City 


Fig. 6. 


Chief Magistrate of the city 1s at our 
service. 

Owing to the pace which we are 
following in this enlightened but badly 
illuminated Twentieth Century, much 
of our studying and reading is done 
in the evening. One of our leaders in 
the art of selling electricity recently 


called our attention to the fact that 
“Lights attract bugs and men.” This 


statement is true concerning our pal- 
aces of refreshment and it should be 
a matter of civic pride to see to it 
that our schools and libraries are as 
well supplied. 

Lamps such as those shown in Fig. 
6 not only make the building more 
attractive but they light the entrances 
and are therefore useful as well as 


ornamental. Let the lamps at our 


indicate our 
broad-minded and beneficent attitude. 

There is hardly a city in the United 
States without its monument or statue 


schools and_ libraries 


commemorating the patriotism or the 
virtue of its citizens. How many of 
them are illuminated ? 

The one shown in Fig. 7 is un- 
doubtedly the handsomest in the coun- 
try and its value as a symbol of 
respect and appreciation for those 
who gave their lives for their country, 
is greatly enhanced by the lamps sur- 
rounding it. 

An important feature of this kind 
of business is that it can be obtained 
on a flat rate basis, the same as regu- 
lar street lighting and, if possible, 
maintenance should be included. 

It is long-hour business, therefore 
profitable to the company, and it im- 
proves the appearance of our streets 
by day as well as night and is there- 
fore profitable to our citizens. 

The list of possibilities should also 
include Office 


Fountains, 


Churches, Buildings, 


Private Residences, Sa- 
leons, Barbers, Stables, and first and 
foremost the offices of Electric Light 


Companies. 

















Fig. 7. Soldiers and Sailors Monument, Prospect Park, 


Brooklyn, N. Y. 
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HE matter of returns from 

electric advertising is always 

problematical. We know that 
everyone looks at an electric sign as 
he passes, but what impression that 
sign will have upon him is of course 
pure theory. At the same time, we 
know, beyond question, that when 
night after night, 50,000 people view 
an advertising sign, it is productive of 
actual sales of the commodity adver- 
tised, for there is always increased 
business attributable to no_ other 
agency. 

It is interesting, however, to note 
the following instances of logical 
proof of the value of electric signs. 

Mr. Chas. W. Standinger, Advertis- 
ing Manager for the Anheuser-Busch 
3rewing Association of St. Louis, in 
a letter to SELLING ELECTRICITY in 
regard to their mammoth electric signs 
in all the large cities, says: 

“A little more than a year ago we 
put up a large electric sign at the 
intersection of Washington, Essex and 
Boylston Streets, Boston, Mass., the 
sign showing down Boylston Street 
towards the Common. Immediately 
after beginning the operation of this 
sign, we found a great increase in the 
sales of our Budweiser beer in all the 
cafes and hotels in that vicinity. In 
fact, we believe that this sign is an 
advertising medium for the greater 
part of the New England States, as it 
is in the heart of Boston—in the im- 
mediate vicinity of all the theatres and 
the shopping district. Our electric 
signs in Washington and New York 


Real Evidence that Electric 
Advertising Pays 





city have been commented upon by 
papers and periodicals of foreign 
countries. They can therefore in a 
measure be considered international 
advertising propositions.” 

The secretary of The Butterick 
Company, whose 65-foot electric sign 
facing the Hudson River is the most 
striking advertising feature in New 
York harbor, and incidentally the 
largest electric sign in the world, in 
speaking of their sign, says: 

“\WWe have kept no record of the re- 
turns from the electric sign on the 
west side of this building. Speaking 
in a general way, however, we may say 
that we hear from the sign almost 
every day. The sign seems to be so 
well known that a letter reached us 
which was mailed in Europe and ad- 
dressed to the ‘Big Electric Sign, 
New York,’ the party writing it hav- 
ing noted the sign from the deck of 
an outgoing ocean liner.” 

Another instance is that of Atlantic 
City. There are two brands of beer 
advertised there on gigantic electric 
signs. The larger and better situated 
is maintained by the Christian Moer- 
lein Brewing Co. of Cincinnati. The 
other is an Anheuser-Busch sign and 
advertises the Budweiser brand. 

It is a significant fact that almost 
one-half the beer consumed in Atlantic 
City is Moerlein beer, and that Bud- 
weiser runs a close second. The other 
brands are not before the people suffi- 
ciently to overcome the suggestive 
force of the Morlein and Anheuser- 


Busch signs. 

















A Letter from Sterling, Colorado 


The Sterling Public Service Uses Placards in Warning the Public Against Long Hour 
Winter Burning 


R. O. P. SELLS, President 
of the Sterling Public Ser- 
vice Company, in a letter to 

SELLING [ELecrricity, tells of condi- 
tions in his territory and the meth- 
ods he has employed towards edu- 
cating the public in the use of elec- 
tricity and warning them against 
extravagance. 

There are few men, who at this 
day are not willing and anxious to 
foster a general and intelligent un- 
derstanding of matters electrical. It 
is the man of advanced thought 
however, who sets down in cold 
type a monthly warning to his cus- 
tomers to save their current and pre- 
pare for the large bills of the winter 
months: 

Mr. Sells writes: 

“We furnish current service to the 
people of a town of 3500, Many of 
the people have not seen electric 
light other than here and naturally 
are ready to believe that our rates 
are high and lights poor quality. 
We, therefore, pursue a policy of 
education and patience and endeavor 
to deliver to our patrons the proper 
illumination at the least cost to the 
consumer. 

“We maintain an office and dis- 
play room on the main street, have 
its ceiling and walls properly tinted 
to give the best lighting results and 
the most pleasing effect to the eye. 
The room is lighted with tungsten 
lamps placed at the ceiling and a 
reat card on the wall states: 





This room is lighted with 
only 160 Watts, cost to con- 
sumer 2,\,c. per hour. Let us 
show you how to get the most 


light for least money. 











“We also light the City Hall and 
have a similar card placed at the 
end of the hall reading: 





This room is lighted free 
by the Sierling Public Service 
Company. The same amount 
of light will be furnished to any 
consumer at a cost to him of 


only 2'sc. per hour. 











“We believe in Corporation dress 
and presenting a good front to the 
public. Our office is neat and clean, 
the windows and display are kept 
clean and dusted and a number of 
ferns and plants lend contrast to 
walls and fixtures and demonstrate 
the healthfulness of electric light. 

“We do not believe in collectors. 
We mail all our consumer’s bills and 
print useful information on the en- 
velopes and on the bills. On our 
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October envelopes the following was 
printed: 





In November from 30 min- 
utes before sunset until 9 P. M. 
there will be 15 per cent. more 
dark hours than there were in 
October. Therefore 

USE THE TUNGSTEN LAMP, 
ONE-THIRD LESS CURRENT. 











“On the bottom of September bills 
we printed the following: 





Remember, the dark hours 
increase rapidly in October ; 
don’t censure us if you use 


more current. 











“On the wall in our office the Ist of 
October we placed a card where all 
consumers would see it when they 
paid their bill: 





In October from 30 minutes 
before sunset until 9 P. M. there 
are 27 per cent. more dark hours 


than in September. 














“We believe that a satisfied cus- 


tomer is our best advertisement and 
the best way to satisfy him is to 
teach him to conserve the current 
and get the most light for the least 
money.” 

Mr. Sells’ placard scheme is a good 
one, and the envelope and bill head 
announcements were simply another 
application of the same principle. 

Public confidence cannot be 
bought too dearly, and the lighting 
of the City Hall (probably not a 
very large load in a town the size 
of Sterling), is an unassailable evi- 
dence of the lighting company’s 
broad-gauge. 

Moreover, the direct advertising 
obtained through the placard an- 
nouncement, with its statement of 
cost, must have brought many times 
its value in new business. 





hot-plate, baby milk warmer, etc. 


peak.” 





A Dollar Idea NZ 


Eugene A. Creed, Power Man ~~ 
Auburn Light, Heat & Power Co., Auburn, N. Y. 


[N many of the cities of the country manual training schools are maintained, 
Cooking is taught scientifically, and each student has her own indi- 
vidual gas hot-plate at her place. We are endeavoring to interest the school 

board in electric cooking and heating apparatus in these classes. 
A child should know of the many virtues of the coffee percolator, steamer, 


This business is very acceptable to the central station, being “off the 
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An Itinerant Booth in Chicago 


Commonwealth Edison Company Arranges Special Demonstrations for Grocers and Markets 


HE latest move of the Com- 
monwealth Edison Company 
of Chicago in the demonstra- 
tion and sale of electric heating ap- 
pliances is a small portable booth, 
designed for use in markets and gro- 


cery stores. It is so constructed as 








to be readily movable and can be 
loaded on a wagon, carted to the 
next station and set up with 
little The booth 


five feet wide by four and a half feet 


very 
labor. measures 
deep and is made of oak and plate 
glass. Besides the counter and inside 


shelves it is fitted with a glass closet 











for displaying goods not in use by 
the demonstrator. There are in all 
over twenty-five different articles 
displayed on the shelves and stored 
in the cupboards. 

The 


with 


Edison Company arranges 


representative merchants in 


\ 


| ELEGRRIG BooTy 


| Cllros ens tonson Comme: 


| 


xAY 


RiG BOOTH 


Booth used by Commonwealth Edison Company for Demonstrations 
in Markets and Grocery Stores 


various parts of the city to have this 
booth installed in their stores for a 
short period, and the necessary elec- 
trical connections and various adver- 
tising matter are furnished without 

Announcements are mailed 
the 


charge. 


to all customers on the mer- 


chant’s books, and to most of the 
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other residences situated within his the electric heating and cooking de- 
trade radius, and no effort is spared vices. 

to make it thoroughly known that The merchants are enthusiastic 
the merchant has arranged this spe- and the booth is booked way ahead 
cial attraction for the benefit of his most of the time. 
customers. 





An experienced and _ attractive 
young woman is in charge of the 


ANNOUNCEMENT 


RRANGEMENTS HAVE BEEN MADE WITH THE 
, = COMMONWEALTH EDISON COMPANY TO 
demonstration, and talks to visitors, INSTALL FOR A SHORT PERIOD. FOR THE 


, k "i ” BENEFIT OF PATRONS OF THIS STORE 
and takes orders tor apparatus 1n 
PI THE ELECTRIC BOOTH 
the usual manner. 
CONTAINING AN EXHIBIT OF ELECTRICAL APPLI- 
aay r ¢ > sc cp > ANCES INCLUDING 
Every night a report is sent to the eusdieniie-eote Game 


ELECTRIC CHAFING DISHES 


Edison Company, covering the num- a havior mak dean 
ELECTRIC EGS BOILERS 


ber of orders secured, the number of a Fig 2 gp 


prospects, the number of persons AND OTHER ELECTRICAL HOUSEHOLD DEVICES 


M. SAMUELS & COMPANY 
PURE FOOD GROCERY AND MARKET 
1036 E GARFIELD BOULEVARD 


talked to, inquiries for house wiring, 
condition of the weather and any 


¢ ‘a be . . THE ELECTRIC BOOTH W BE 
events of the day. These reports FROM SEPT 297x TO OCT 6rm 1908 
show that the booth is doing a good EVERY LADY SHOULD CALL AND SEE THESE WONDER- 


- - -. PUL ELECTRICAL DEVICES IN OPERATION 
work, both in direct sales and in the 


ANY QUESTIONS YOU MAY WISH TO ASK REGARDING 





™ ‘ > i“ ELECTRIC LIGHT. ELECTRIC FANS. ELECTRIC COOKING 
stimulation of popular interest in WILL BE ANSWERED BY THE ATTENDANT AT THE BOOTH 
= \ \ , ae, 
D ll Id aS % on 
47% 
a FE | 
William J. Beatty, District Agent ie ; 
The Wilmington City Electric Co., Wilmington, Del. — ii 


O-know human nature is one thing; but to know the particular sample 

on which one is at work, is another. I find most of them have a weak 
spot and this characteristic of my prospects takes many forms, which | 
always endeavor to locate before telling my story — and then hit the spot. 

One recent case is a man who had repeatedly declared he would use 
candles in preference to dealing with my company, (there are two rival elec- 
tric companies in the city). There was a very elaborate sign being placed 
on his building, so | warmed up, notwithstanding his declaration of preference 
for candles to doing business with us. 

I learned that his son—a bright youth —had designed the sign and 
built it; also that my prospect thought more of his son than he did of any- 
thing in view. I simply gave the boy all the credit that belonged to him — 
and did it freely. I now have the sign connected on our mains. 

This is but an illustration; neither price nor service cut any material 
figure. It is always profitable to me to know the spot. 



































The Office Salesman 


By EUGENE CREED 
POWER REPRESENTATIVE, AUBURN Licut, Heat & Power Co., AuBuRN, N. Y. 


CEANS of printer’s ink have 

been used in advising men 

how to go out and get new 
business, but very little do we hear 
of how to stay in and get new busi- 
ness, yet it is just as important to 
have a good, energetic, hustling sales- 
man in the office of an electric light 
and power company that is anxious 
to increase its business, as to have 
one on “the road.” 

The average clerk who is employed 
within seems to think he’s doing a 
customer a favor if he deigns to no- 
tice him. As one young man was 
heard to say, “We don't have to 
chase after ’em,” but “they” should 
be “chased after’, that is, every man, 
woman, or child who comes within 
the portals of the company’s office 
should be treated civilly, attentively, 
and courteously, whether they are 
waiting to pay a bill, register a kick, 
or sign an application for light or 
power. 

Many companies have display cases 
in the counting room, where appli- 
ances are exhibited. People will be 
attracted by the display. It is there 
for no other purpose. If a visitor is 
noticed examining the various appa- 
ratus, the office attendants should at 
once call the interested person’s at- 
tention specifically to one particular 
object, explain the merits of electric 
current and do all in their power to 
sell or lease the appliance whether it 
is a flat iron, stove, or motor. 

No man is too good to be a sales- 


man, few are good enough. If it 
wasn't for the new business depart- 
ment the clerk would not be em- 
ployed so why shouldn’t a man do all 
he can to increase the business of the 
company. 

Any jay can do as he’s told, it’s a 
fool who cannot, but it takes a pretty 
good man who can start -on his own 
initiative. A young man enters the 
commercial world after years of ex- 
istence in the school and musty col- 
lege where a_ lackadaisical life has 
been spent in a realm of literary 
effort or scanty perseverance that is 
as far removed from bread winning 
and epoch making as the earth is 
from the sky. 

It cannot be expected that he will 
be as anxious to make his mark in 
the more sordid ways of commerce 
as he who has been imbued with the 
spirit of “doing things” in business 
from his boyhood, but a college man 
can so arrange his life that he can 
bend himself to the exigencies of his 
position. 

If a man contracts to push the sale 
of a product he must make every 
effort to keep his part of the agree- 
ment, and if his work is distasteful 
to him he should gracefully quit. 

The men in the employ of quasi- 
public corporations are nothing more 
nor less than public servants. A 
knowledge of this truth will be help- 
ful to all men engaged in handling 
the public. It does not necessarily 
mean that a man must needs debase 
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himself, but it is his bounden duty 
to treat all comers courteously, agree- 
ably, and fairly. 


An insane idea has taken hold of 


companies. We can easily find an 
It is principally because of 
the arrogance of the employees, the 


insolence of the officials and the rank 


answer. 


for 
Knowing the trouble, 
What is it? 
Nothing but courtesy to all, a readi- 


that the service given in return 


ownership by the municipality of the 


the body politic through putrid 


good money 


means of lighting and transportation we must find a remedy. 


the millenium may be reached. <A 


more foolish idea was never con- ness to adjust complaints, a desire to 


Let us remember 
the remedy and apply it to our cus- 


ceived than that the town or city may give good service. 


enter into the realms of commerce. 


For who is to be benefited by munici- tomers, or would-be customers. 
“T’m the whole 


bring the 


pal ownership? Very few, not the Leave the arrogant 


not the workers, not the home, 


Maybe a 


consumers, thing’ air at man- 


capitalists. few miserable ners of a gentleman to the office and 


politicians. apply them all the time you are 


Still we cannot dismiss the thought — there. 


of this idea with a few words. Let Yours and the company’s future 


us ask ourselves why the people are depends on the body politic—treat it 


dissatisfied with the privately owned _ kindly. 








A Dollar Idea 


Eugene Creed, Power Man 


Auburn Light, Heat & Power Co., 


CREAMERY, featuring the Scientific and Cleanly handling of its 

product, was operated by a 25 hp. steam engine. We convinced 
the manager of the extravagance and uncleanliness of driving long lines of 
shafting, and innumerable pulleys to reach machinery operating three floors 
above the prime mover, but in the meantime, an internal combustion engine 
salesman happened along. 

With gas at 50c per 1,000 cubic feet, we were up against it. Our pol- 
icy is to never “knock” a competitor, but we simply asked our prospect 
whether or not the internal combustion engine was as cleanly as the electric 
motor, for his own reason for changing over was the uncleanliness of the 
engine and the boiler. 

He saw the point immediately, and though our competitor was taking the 
shaft speed at one end, while we were doing likewise on the other, we are 
today placing transformers for our motors. There is always some one argu- 
ment that makes a particular and personal appeal. It may be the nature of 
the prospect's business; it may be his own temperament, but it is well to 
determine first what this weakest point is. Then fight it out. 


Auburn, N. sf 


































R. A. J. MARSHALL, the 

Chief Engineer of the Bureau 

of Illuminating Engineering, 

has written us a letter commenting on 

the article in our December issue on 

the subject of ~ Illuminated Painted 
Signs.”’ He writes as follows :— 

* Mr. H. J. Mahin’s article, in the 
December, 1908, issue of ~ SELLING 
Evecrricitry, entitled * Illuminated 
Painted Signs, affords me an op- 
portunity for making mention of a 
point that should be very carefully 
considered in connection with signs 
such as Mr. Mahin writes of. And 
| might say here, in justice to Mr. 
Mahin, that he, in all probability, 
appreciates the point which [| will 
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The Painting of Illuminated Signboards 


A Letter Commenting on an Article in Our Last Issue 


mention, having intentionally omitted 
it from his article, inasmuch as he 
perhaps feels that it would be taken 
for granted by his readers. The point 
is this :— 

The paint, or marking fluid, that is 
used for producing painted signs, be 
they of the artificially illuminated 
type or others, should be of such a 
nature as to cause a mat—sometimes 
spoken of as a dead finish—to be ob- 
tained from its use. That is to say, 
paints which cause a sheen or shiny 
effect by their usage, should not be 
considered, inasmuch as_ surfaces 
painted by such means cause light 
rays from illuminants used in connec- 


tion with the sign, to be regularly re- 
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flected to the eye. The result being 
that when we endeavor to read a sign 
thus painted, there is such an objec- 
tionable glaze, that the eye experi- 
ences considerable difficulty in carry- 
ing out its desire—likewise the desire 
of the advertiser. This objectionable 
feature is ofttimes noticed in print- 
ing, where the symbols or characters 
are printed in black on a_ highly 
glazed white surface, which necessi- 
tates shifting of same, in order that 
the eye may see the printing without 
having to receive direct regularly re- 
flected light rays from the light source 
illuminating the surface. I have no- 
ticed some really artistic and gener- 
ally attractive efforts of the sign ar- 
tist actually spoiled by the use of 
paints producing glazed surfaces. 
“It is hardly necessary for me to 
state (I have already written consid- 
erable on this subject) that I gener- 


ally advocate the use of light tinted 
letters on dark backgrounds in signs 
as well as in printing. A general 
idea of this theory may be noticed by 
looking at the sign shown in Mr. Ma- 
hin’s article advertising “Blue Label 
Ketchup-Soups,” which while being 
somewhat smaller than other signs in 
close proximity, nevertheless tells its 
story even more rapidly and clearly 
than its “relations” do. A somewhat 
similar case may be noticed by the ef- 
fect produced in the electric sign on 
the Majestic Theatre, where the words 
are outlined by electric incandescent 
lamps against the building, which, in 
this case, acts as a dark _ back- 
ground. 

“ l also take this means of heartily 
indorsing Mr. George Williams’ sug- 
gestion to “improve the design” of 
display lighting, under which heading, 


in this case, would come signs.” 





A Dollar Idea 


G W. Barlow, New Business Manager 


Indiana and Michigan Electric Co., South Bend, Ind. 


FJ VERYBODY forgets more or less, and almost everybody forgets to turn 


off the cellar lights when he comes upstairs. Let the switch be at the 

head of the stairs staring him in the face, yet will he sometimes pass it by. 

The proper use of the cellar light consumes so little current and the cost 
thereof is so small, that it stands in a class by itself as an unalloyed comfort 
—provided it is not left burning. To preclude such a possibility and to pre- 
vent the agonies therefrom, and also to provide necessary light at head of 
the stairs, have the wireman loop in a fielding receptacle and install a four cp. 
lamp similar to the pilot light used with flatirons. 

The man who passes a burning lamp shining a warning in his face would 
surely be ashamed to dispute the size of his light bill. Moreover, such safe- 
guards are reasonable, and help to popularize the home use of electricity. 


























Residence Business in the Electric City 
of Canada 


By Tuomas F. Ketty, Contract AGENT 
THE HAMILTON ELectric Licut & Power Co., Ltp., HAMILTON, CANADA 


OME few years ago this Com- 

pany, recognizing that the first 

essential to obtaining business 
of any kind was a low rate, decided 
to adopt a flat rate for residence 
lighting which would meet the ap- 
proval of the rich and the poor. This 
flat rate soon found favor with the 
public and in a short time we were 
getting contracts which turned out to 
be the foundation of a good residence 
business. After settling the rate, 
business getting methods which were 
adopted and have been added to from 
time to time have caused the use of 
electricity to become most popular 
for lighting and the many other 
usages it may be put to such as iron- 
ing, sewing, washing, etc. On Janu- 
ary 1st, 1908, these flat rates were 
abolished, but even the past year, 
with only a meter rate, by virtue of 
this popular appreciation of electric- 
ity, we have closed contracts for an 
immense addition to our residence 
load. 

These methods include calls at the 
Building Inspector’s office to get the 
list of permits to erect new buildings 
and the keeping of a close watch to 
see that each house is wired and 
wired properly, also some newspaper 
advertising, a house-to-house  can- 
vass, putting window cards in vacant 
houses stating that the house is wired, 
etc., etc., and to increase our resi- 
dence load we push electrical appli- 
ances, especially the iron. 

The past Summer we carried on an 





iron campaign, which consisted of 
newspaper advertising, follow up 
matter, and a call on our residence 
customers, demonstrating the iron 
and leaving it on trial, which was 
very successful. We intend to put a 
similar campaign in force this com- 
ing year with a lady demonstrator, 
and soon hope to have all our resi- 
dence customers ironing by electric- 
ity. Last summer, we endeavored to 
introduce the electric iron into the 
homes of some three hundred cus- 
tomers at a summer resort near the 
city, where we supply lighting on a 
flat rate, and as an inducement, we 
did not make any charge for the cur- 
rent for last season. This was the 
means of a great many irons being 
purchased, and we feel sure the ma- 
jority are registering on our custom- 
ers’ meters at their city homes every 
Tuesday. 

This Company has at present no 
demonstration room, something which 
every central station should have to 
properly increase the residence load 
by the sale of electrical appliances. 
To push the sale of these necessities, 
however, as Christmas gifts, that 
more of our people might lead the 
electrical life, we decided to erect a 
booth in the large waiting room of 
the Terminal Station for all our city 
and interurban street railway lines, 
which is situated in the heart of the 
city. 

Our first move after having the 
booth erected was to engage the lead- 
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ing decorators of the city to decorate 
it. We outlined the booth in colored 
lights and installed frosted lamps in 
the arch, so that leaving the demon- 
stration out of it, we had a good ad- 
vertisement as an electrical display. 
Printed matter was mailed to all our 
customers, advertisements were run 
in the newspapers, and although the 
demonstration was the first of its 
kind to be held in this city, it turned 
out to be a great success. 

\Ve took advantage of the booth 
and demonstrated everything electri- 
cal, even to different types of lamps, 
and clearly brought out the great 


two glass covered meters, suitably 
labelled, one consuming current of a 
32 candlepower carbon filament lamp 
and the other a 32 candlepower tung- 
sten. This particular exhibition at- 
tracted a great deal of attention, es- 
pecially as the mechanism of the 
meters could be plainly seen and the 
greater speed at which one of the 
discs was revolving easily noted. 
We look for big results from this 
demonstration, and we expect to open 
up in the near future a permanent 
demonstration room. 

We hope to effect an immense in- 
crease in residence business during 





saving with tungstens by showing the coming vear. 





ew 
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A Dollar Idea Sie 


an p 
By G. W. Barlow, New Business Manager Mh rel 
JIN 


Indiana and Michigan Electric Company, South Bend, Indiana JK 


HERE companies are offering flat rates for window and display light- 
ing which include the free installation of lamps, a very effective scheme 
is to solicit owners of vacant store buildings. 

Tell these men that you will install electric lights in their empty store 
windows without charge, so that they will be properly lighted. The windows 
are then to be loaned to local merchants for special displays, the merchant to 
pay only the cost of current consumed, but to allow the owner's “ For Rent” 
card to occupy a prominent place in the window. 

If the store is clean and well appointed there should be little difficulty 
in finding merchants glad of the opportunity to secure the added publicity at 
so small a cost. It is distinctly to the owners advantage, because he is ad- 
vertising his store for rent in the midst of a brilliant display which is giving 
his property a prominence otherwise impossible. 

Finally, the lighting company derives a small revenue while the tempo- 
rary display lasts, and aids materially in bringing in new tenants who will use 
light. The chances are about 99 to 1 that the party leasing will use the flat 
rate lighting system. 
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Success in Salesmanship 


3y CHARLES N. CREWDSON 


(Mr. Crewdson is well known as a clever writer of salesmanship stories and 
the author of two successful books, ‘‘ Tales of the Road’’ and ‘‘ Building Busi- 
ness.’”” Mr, Crewdson was asked to contribute this article for the 19099 New 
Business Report of the National Commercial Gas Association, and it is reprinted 
in SELLING ELECTRICITY by special permission.—EDITOR.] 


KNOW nothing of the gas busi- 

ness further than to go to the gas 

office when I get home from a 
trip and persuade the officials that 
Mrs. C— “merely forgot to remit” 
and that ‘‘she won't 


THE APPROACH 
On this three-fourths hangs. A 
business man cares nothing about how 
many degrees the thermometer regis- 
ters. He’s on his job for biz—and 


wants to squeeze 





do it again,” thus 
avoiding the extra 20 
per cent; yet there are 
certain things neces- 


sary to “get there” in 
any business. 

The man who wants 
to win must put on a 
good front. People 
judge the — stranger 
first by his “front” — 





else how can they? 
A front means not 
only the best clothes 
the best tailor in town 
can make,—a face so 
clean you can run 
your hand over with- 
out feeling a bristle— 
shoes shining like new 
—a $2.50 necktie and the latest “it” 
in a bonnet,—but also a bright eye 
and a feeling on the inside: ‘Mis- 
ter, I'm going to land you!” This 
confidence, however, should not swell 
Mr. Approacher up with gas engen- 
dered by his own good “Opin” of No. 
1, but should be mild and modest. 


* Copyright 1908 by George Williams. 





Charles N. 


in as many deals 
with a day's work as 
he can. Go straight 
at it and say, “My 
business is—’ ete. 
Thus you let Mr. 
Busy-man know you 
have called for busi- 


ness and can get at it 





without any prelimin- 
ary bouts. I don't 
like this way the slug- 
gers have of lining up 
a couple of pairs of 
bantams before the 
heavy-weights begin 
their work. It wears 
down the keen edge. 
I love to see Cham- 
Crewdson . " . 
pion Gore spilled. 
KNOW YOUR BUSINESS 

Know your business; then you can 
talk business when you go to separate 
a “cold blood” from his coin. You 
must make him feel you're going to 
give him more good stuff for his wad 
than any other man in business. To 
boost too much, however, weakens 
one’s cause. 
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In sizing up your man, remember 
first that business men are in their 
shop for cold blooded business and 
not for entertainment. They’d rather 
hear Caruso for entertainment than 
you. 

Show a man it pays to buy your 
stuff, then he'll dig. The business 
man or any man,—especially a wo- 
man—wants to know, when you ap- 
proach him, that you’re the man who 
can stop the outward flow of shekels 
from his till. 

No subject is a dry subject. The 
man who knows his business can hold 
the ear of the man he meets as long 
as he will. 


BUT KNOW WHEN 
CLOSE 


TO QUIT AND 


A DEAL 

convince 

can tell when you have—get down to 

the arithmetic of your proposition. 

Don’t take a standoff. A standoff 

means nine times in ten a turn-down. 
If the “approach” is three-fourths 

of success, the closing is the other and 


When you 


necessary one-fourth. Many a time 
have I lost all the good I’d gained by 
not having top enough to ring off at 
the right time. 

Waste no time on dead ones. The 
quick action, live-wire man is the man 
to keep busy with. This is arithmetic. 


LEARN WHEN TO DUCK 

Above all, skip when you’re through. 
The man you ask to fuzzle a highball 
after you’ve finished your business 
with him, thinks he paid too high a 
price for what he has bought. Do 
business and skip. 

This is the essence of salesmanship 
—and salesmanship is a big thing in 
business. 

Put on a good front. 

Talk business from the jump. 

Close. 

Duck. 


In these four phrases I’ve said all 
I’ve said in my two books on sales- 
manship, “Tales of the Road” and 


“Building Business.” 





HE “ Captain” 


A Dollar Idea Se 


By Eugene A. Creed, New Business Manager 
Auburn Light, Heat and Power Co., Auburn, New York mis 


in charge of the Salvation Army Barracks located in this 


\ +3 
PF \f 
GR ( 


a 


city, finding voluntary contributions rather slow conceived the rather novel, 
though not original idea of raising funds through the medium of flashing the 
advertisements of local dealers onto a screen, interspersed with matter per- 
taining to the business of the Army. 

The electric lighting company permitted the use of one of their windows, 
and ordered a number of slides prepared picturing the substation, switch- 
board, generators, etc., as well as a number appropriately marked telling 
tersely of the merits of electricity for advertising, lighting and power purposes. 

The stereopticon display created considerable interest and collected 
large crowds and the company secured much free publicity. 


























Llumination Calculations Simplified 


The Third of a Series of Papers on the Principles of Illuminating Engineering 


By T. W. Rotpu, I. E. 


HE foot-candle is the unit of 

; illumination. It is the illumi- 

nation obtained by one candle- 
power at a distance of 1 foot. Since 
illumination decreases in proportion to 
the square of the distance, one candle- 
power will give one-fourth of a foot- 
candle at a distance of two feet. For 
the eye to see an object a light ray 
must be reflected from the object di- 
rectly into the eye. The quantity of 
light reflected from any object de- 
pends of course upon the quantity of 
light striking it, upon the color of the 
object—whether dark or light, and 
upon the nature of the surface—rough 
. or smooth. In figuring illumination, 
however, we take into account only 
the foot-candle intensity of the illum- 
ination on the object itself, and not 
its reflecting power. For this reason 
we need a higher intensity of illumina- 
tion where dark objects are used. For 
example, a clothing store should have 
five foot-candles whereas a grocery 
store is very well lighted with only 
three foot-candles. 

For every object there is a certain 
foot-candle intensity at which the eye 
can see that object most easily. A 
well-lighted room has just this inten- 
sity of illumination—no more and no 
less. Where small objects are to be 
seen distinctly, however, a higher il- 
lumination. should be used. For 
engraving or sewing ten foot-candles 
is often supplied, even though the 
objects worked upon are light in color. 
This high value causes the pupil of 





thus 
The 
then 
very sharply defined and details can 


the eye to partially close and 
make the lens of the eye smaller. 
picture focused by the lens is 


be seen more easily. Again, in show- 
windows 5 to 40 foot-candles may be 
used depending on the brilliancy of 
nearby windows. With medium col- 
ored objects 40 foot-candles does not 
allow the eye to see much better than 
5 since the pupil of the eye partly 
closes to prevent strain of the nerves. 
This closing of the pupil is just the 
effect desired, however, for it makes 
the nearby show-window look dim 
compared with the bright one. 

In electric lighting the problem of 
obtaining general illumination can be 
simplified by dividing it into three 
steps. First, select the foot-candle 
intensity desirable; second, determine 
the watts necessary to give this inten- 
sity; third, arrange the lights in such 
a way that the illumination will be 
uniform. 

The first step is comparatively sim- 
ple. For all ordinary cases the fol- 
lowing table gives the foot-candles to 
be used: 

Illumination 


Foot-candles 
Theatres, churches or auditoriums............... i wes 


Class of Service 


Stores, light colored goods ..................ccc000s 2% to 4 
Stores, medium colored goods...............0....... 3 to 5 
Stores, dark colored goods (Clothing, etc.)...4 to 6 
General illumination of residences ............... 1 to 2 
ECG PE oes ccisccnsccnccncsdacesesssss 2 to § 
Drafting, engraving or sewing .................... 5 told 


In this table different values are 
given for the same kind of room, since 
much depends upon the taste of the 
owner of the building, the standard of 
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in which the 
building is located and other similar 
points. 


illumination in the city 


After selecting the number of foot- 
candles to be supplied, the next step is 
to find the number of watts necessary 
to give this intensity. The old method 
of finding this was to allow a certain 
fixed wattage per square foot, paying 
little attention to the character of the 
building or the color of the walls and 
ceiling. This is a poor method. Re- 
cent experiments on reflection from 
ceiling, walls, and floor show that by 
simply changing the equipment of the 
light and the color of the 
walls, and floor, a difference of four 


ceiling, 


and one-half to 1 can be obtained in 
the watts necessary to give the same 
illumination. therefore, 


that both the equipment of the lamp 


It is evident, 


and the color of the ceiling and walls 
(the floor has little effect) 
considered as well as the candle-power 
of the lamps. 


must be 
It has been found in 
all cases that by equipping the lamps 
with efficient enclosing 
a better illumination can be 
Even if the and 
walls are white, reflectors will add to 
the The old rule-of- 
thumb method of designing a lighting 
system followed by 


reflectors or 
globes, 
obtained. ceiling 
illumination. 


what is 
known as the point-by-point method 
of calculating illumination. This 
sists in certain 


Was 


con- 
assuming a lighting 


Lamps 


Clear Prismatic Reflectors.. 


lungsten 
és Clear Prismatic Reflectors.. 


Enamelled or Etched Prismatic Reflectors...... : ; 
Enamelled or Etched Prismatic Reflectors.................cccccccceeeeeeees 


Gem Clear Prismatic Reflectors..... 


Clear Prismatic Reflectors.................... 


Clear Prismatic Reflectors 
Clear Prismatic Reflectors 
Lamps Bare. eon 


Carbon watt 


Opal Dome or Cone Reflectors 
Opal Dome or Cone Reflectors 


$: 

3. 

3. 

— Lamps Bare 
3] * 

3. ; aibees 
on ec Clear Inner and Opai Outer Globes........ 


5 Amp. I 


Equipment 


equipment and figuring upon the in- 
tensity of illumination which would be 
obtained from this lighting system at 
various points in the room. This is a 
good method, but is too long to be 
used in the majority of cases. 
Recently a much shorter method 
has been proposed by Messrs. Cravath 
and Lansingh. This depends on the use 
of certain constants which have been 
determined by illumination tests on 
actual installations with various con- 
ditions, such as different kinds of 
lamps, different equipment of lamps, 
and different and 


colors of ceiling 


walls. The constant here given is watts 
per lumen or watts necessary to ob- 
tain one foot-candle under the given 
conditions. In order to have a whole 
number instead of a fraction we can 
use the reciprocal of this constant, 
which will be lumens per watt, or the 
average foot-candles produced by one 
watt per square foot. Then the con- 
stant fairly represents what might be 
called the efficiency of a lighting sy 
The formula for 
number of watts is: 


Foot-candles x area of room 
Constant from table 


tem. finding 


Watts necessary— 
The constants are shown in the fol- 
They apply where one 
has a large or medium room with light 
ceiling and lamps pendant from 10 to 


17 feet above the floor. 
This method of calculating illumina- 


lowing table. 


tion is extremely valuable for simple 


Walls Constant 


Light 
Dark 
Light 
Dark 
Light 
Dark 
Light 
Dark 
Light 
Medium 
Dark 
Light 


wher” uence 


nee 
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problems, as it provides a short and 
fairly accurate means of finding the 
watts to be used in lighting a room. 
The method will increase in value as 
more constants are determined from 
illumination tests. For example, we 
now lack figures for incandescent 
lamps with ground or etched glass 
shades, and enclosing globes of all 
kinds; for latest types of Nernst 
lamps, for Mercury Vapor lamps for a 
great variety of possible conditions 
with gas equipment. 


The constants in the above table 
apply for practically all simple illumi- 
nation problems, such as stores, halls, 
large rooms of any character where 
the ceiling is flat or nearly so. The 
constants cannot be used for finding 
the necessary wattage where ceilings 
are high and vaulted, such as in many 
churches. In such spaces as _ these, 
very little reflection can be obtained 
from the ceiling and the height is 
greater than that for which the con- 
stants were determined. A fairly safe 
general rule to use in such cases is to 
multiply the constant, with the ceiling 
light and the walls dark, by four-fifths 
when reflectors are used: With this 
general rule, it is possible to calculate 
the wattage for churches with high 
ceilings, large rooms where the ceiling 
and walls are extremely dark, and any 
spaces where reflection from the ceil- 
ing and walls will be very low. 

We now come to the third step in 
the problem of illumination. We have 
found the watts necessary to light the 
room with the kind of lamps and re- 
flectors we wish to use. The question 
now is—how shall we divide the 
wattage up among the lamps, select 
the correct reflectors and arrange 
them so that the illumination will be 


uniform. For this step it is necessary 
to have some idea of the distribution 
of light which each light-source gives. 
With such knowledge, obtained from 
the photometric curves, and with the 
use of good common sense, very 
accurate approximations as to the 
proper spacing of the lights can be 
made. 

The problem of distribution in gen- 
eral resolves itself into two classes. 
First, where a single light or single row 
of lights is used to illuminate a space; 
and second, where two or more rows 
of lights are used. The first means a 
small room or a long narrow room; 
the second, means a large room. 
Where a single light or a single row 
of lights is used, the best curve is one 
(shown in Fig. 1) which gives prac- 
tically uniform illumination, over a 
circle whose diameter is nearly twice 
the height above the plane of illumina- 
tion. The plane of illumination is the 
imaginary surface—usually horizontal 
—on which the illumination is desired. 
It is nearly always two feet six inches 
above the floor. Very few manufac- 


turing companies have gone into this 























Fig. 1.—Curve of 100 watt, 80 cp. frosted tip Tungsten 
lamp with Holophane extension reflector which gives 
uniform illumination over a circle whose diameter is 
twice the height of the lamp. 
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question thoroughly, but it is possible 
to obtain reflectors on the market 
which approximate the curve shown. 
Prismatic reflectors have been de- 
signed to approach it very closely 
when used with frosted tip tungsten 
lamps, opal reflectors can be secured 
which give a fairly close approxima- 
tion when used with clear tungsten 
lamps. The use of clear tungsten 
lamps, however, is undesirable unless 
the reflector is deep enough to prac- 
tically hide the lamp filament. Certain 
prismatic enclosing globes approxi- 
mate the curve but they are not as 
efficient as reflectors. No unequipped 
light-source will give this distribution 
of light. When a single outlet is 
placed in the center of the room, the 
height of the lamp is determined by 
the area lighted. A chandelier or fix- 
ture with lamps pendant can nearly 
always be treated as a single light, if 
the lamps are all alike and equipped 
alike. In an office the illumination 
should be as good at the side of the 
room as in the center and therefore, 
with the curve shown in Fig. 1 the 
lamps should be as high above the 
plane of illumination as one-half the 
width of the room, when the room 
is nearly square. In a living room 
even illumination throughout the room 
is not necessary, but is often desirable. 
The lights should always be placed 
above the direct line of sight. A good 
height is eight to ten feet above the 
floor or five and one-half to seven and 
one-half feet above the plane of illum- 
ination. With the curve shown in Fig. 
1 seven and one-half feet above the 
plane of illumination would give 
nearly even illumination in a room 15 
feet square. 

Where single rows of lights are 


used, and it is possible to obtain a 
photometric curve such as shown in 
Fig. 1, the row of lights should be 
placed in the middle of the room and 
should be as high above the plane of 
illumination as their distance to the 
side wall or shelving in the case of a 
store. If they cannot be placed as 
high as this, two rows should be used 
as described in the next paragraph. 
Even illumination will result if the 
lights are placed not over twice as far 
apart as their height above the plane 
of illumination. If they are placed 
closer together than this the illumina- 
tion will be fairly good, but they 
should never be placed farther apart. 

Passing on to the problem of ob- 
taining uniform illumination, when a 
large number of lights are used in 
more than one row; it should be 
noted best results can be obtained by 
placing the lights in the form of 
squares or nearly squares. After the 
necessary wattage is found, the best 
plan is to consider the size and shape 
of the room and select the number of 
lights which can be best arranged in 
squares. With stores and other rooms 
of ordinary ceiling height, it is better 
not to have these larger than 12 to 14 
feet on a side. It is not necessary to 
have perfect squares, but they should 
be nearly such. The height can then 
be determined by the curve used. 
There is usually a correct ratio of dis- 
tance apart to height for any light- 
source and when a smaller height is 
used, the illumination becomes low 
half-way between the light-sources. 
This ratio of distance apart to height 
is the one most desirable for spacing 
the light units. For the illumination 
of spaces by units used in squares it is 
not necessary to have a photometric 
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Fig. 2.—Curve of 125 watt, 50 cp. clear Gem lamp with 
Opalux reflector S-3 showing good distribution for the 
illumination of large areas. 


curve like Fig. 1. A curve having a 
general rounded shape, such as shown 
in Fig. 2, is the best, as a considerable 
variation in the spacing makes only 
a small variation in the illumination. 
It is a fairly easy curve to obtain 
with reflectors, although many reflec- 
tors giving this curve allow too much 
light to be sent out at the horizontal 
or above. This means too much light 
lost by absorption by the walls and 
ceiling. With the curve shown in 
Fig. 2, the height of the lights above 
the plane of illumination should be at 
least two-thirds of their distance 
apart in order to obtain even illumina- 
tion. Fig. 3 shows a curve with which 
the lights should be placed at a height 
above the plane of at least twice their 
distance apart. Such a curve would, 
of course, be used with very high ceil- 
ings only. 

The problem of correct spacing is 
not as difficult as it appears at first 
sight. Looked at in a matter-of-fact 
way, it becomes very simple and 
requires only a general knowledge of 
the distribution of light which is given 
by the reflector or globe used. All 























Fig. 3.—Curve of 60 watt, 48 cp. frosted tip Tungsten lamp 
with Holophane reflector No. 9651 giving extreme con- 
centration. 


manufacturers who make any pretense 
of properly designing their globes and 
reflectors will supply photometric 
curves. Anyone working on illumina- 
tion problems should obtain from the 
companies whose product they use the 
necessary curves and where possible 
the proper spacing rules. It should be 
the duty of the manufacturing com- 
pany to supply these rules just as the 
manufacturer of dynamos_ supplies 
full data as to the performances of 
the machine; or just as the manu fac- 
turer of automobiles supplies details 
of the machine’s construction, its 
speed, horse-power, and other data. 

Special classes of illumination prob- 
lems must receive special treatment. 
Such classes include buildings where 
the artistic side of the lighting system 
is of the greatest importance, or where 
the architecture is so complicated that 
the placement of lights requires con- 
siderable study. Under such special 
cases would come the lighting of show 
windows, bowling alleys, billiard 
tables, or any spaces where local 
illumination is used in addition to 
general illumination. 
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Selling Electric Signs to Banks 





OW many banks in your town burn electric signs? 
How many would you like to have burn them? 


Do you know how to go about it to get them started? 

The problem of the bank sign is peculiar. Get the banks in 
line and the most conservative merchant in the city must listen to 
your arguments, must be convinced of the merits of Electric Ad- 
vertising. 

SELLING ELECTRICITY has been investigating electric 
signs on banks. In February an article will be published showing 
how in certain cities every bank has its electric sign. Photos will 
be reproduced and letters of recommendation from bank offices. 
The arguments, pro and con, will be set forth—and it’s safe to say 
that “pros” win. 

Now— 

You want the banks in YOUR city to use signs. You've 
broached the subject and been rebuffed. This article will help, 
because it tells of the big, strong, conservative banks who use 
Electric Advertising, shows pictures, gives testimonials and is full 
of meaty, convincing argument. 

Send this issue to every bank in your city. 

Better still, let us send it, with a little letter calling the bank- 
er’s attention to the article. It will pave the way for your solicitor. 

Most men—even bankers—are like sheep. They follow a 
leader. In this article we tell how dozens of leading banks adver- 
tise electrically. We show that it is the modern way to draw 
business. When the bankers of your city read it, they feel, not 
that we are trying to sell them a sign, but that we are showing 
them an opportunity to grow. 

Let us mail this issue to every bank in your city. Let us 
write each banker a short note, calling his attention to the article, 
adding a word or two to pique his curiosity and arouse his interest. 
It will pay you. 

The cost to you is insignificant—10 cents a copy for the maga- 
zine alone, or a quarter apiece if we write. Understand, the letter 
is not a circular—it is an original typewritten letter, signed per- 
sonally. We charge about what it costs us in stenographer’s time. 
Our object is not to make money, but to do you a service so that, 
at some future time we can ask a favor in return. 

No orders accepted after February 10th. And you must send 
the cash with the order—postage stamps and stenographers must 
be paid that way. 
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Is the Penny Arcade and Moving Picture 
Show a Menace ? 


[In an article in the December issue of SELLING ELECTRICITY a number of 
central station commercial men in the forefront of the industry heartily endorsed 
the cheap amusement place as a strong factor in the spread of Electric Advertis- 
ing. This has called forth considerable comment, both adverse and favorable, 
though the initial call for views on the subject resulted in a unanimous expression 
of approval. The following contributions from the Edison Companies in Brook- 
lyn and Chicago, show how two men, each working in a metropolis, and both in 
direct touch with their public may be diametrically opposed in a matter of policy. 


—EDITOR.] 


HOLD BACK THE PENNY ARCADE AND SELL THE 
MERCHANT 


By Frep E. SCHORNSTEIN, ELECTRICAL ADVERTISING SPECIALIST 
Epison ELectric ILLUMINATING COMPANY OF BROOKLYN 


UCH has been said and writ- 
ten to show that the electric 
signs, displays dnd outline 

lighting used by five cent theatres 
opens up a new field. While this 
may be true in the small cities, it is 
not, to my mind, true in the larger 
centres of population. 

To be sure the five cent theatres 
bring a large amount of revenue to 
the central station ; they are large con- 
sumers and they are springing up like 
mushrooms all over every city. But 
they are an undesirable class of cus- 
tomers—unsafe credits, a bad influ- 
ence in themselves and a deterrent 
against a broad use of Electric Adver- 
tising by the more substantial business 
men of the community. 

Let us look the question straight in 
the eye. There is no way that a five 
cent theatre can draw the people 
without the exterior light so that 
when one starts, it assures the central 
station of a customer for both interior 
and exterior lighting. The addition 
of this load should be figured as part 


of the natural increase in business. 
It requires no effort or salesmanship 
to get it. 

Nearly every central station collects 
from the moving picture show weekly. 
Why? Because we do not feel sure 
as to the life of this class of business 
and also because of the lack of finan- 
cial backing behind these people. This 
fear is well founded, as fully seventy- 
five per cent of these places disappear 
within one year. 

A great many of these places violate 
both city and state laws, and public 
opinion is divided as to their effect. 
In this discussion, of course, the cen- 
tral station should not take a part, yet 
we must consider well what effect they 
have on our cause—Electric Adver- 
tising. The lack of exits, the unsani- 
tary conditions and the effect which 
the pictures have on the young minds 
of children may or may not concern 
us personally, but the ill repute of 
these shows in the large cities have 
caused the average merchant to feel 
that his business is very much above 
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that of a five cent theatre. He even 
classes it with a saloon and many mer- 
chants say, when being solicited for 
Electric Advertising, “What do you 
propose to do?—make a five cent 
theatre or a saloon out of my place?” 

The saloons and five cent theatres 
will come without the spending of any 
sales energy upon your part and the 
more of them you get for an outline 
or display, the harder you will have to 
work to convince the up-to-date mer- 
chants that this is a high class of ad- 
vertising. Centuries ago they began 
to use red and green light to mark 
the location of a druggist. Do not 
permit the electrical outline to be con- 
sidered the sign of a five cent theatre 
or a saloon. Make it the recognized 
mark of the location of an up-to-date 
merchant. There are many of these 
and they will continue to do business 
long after the five cent theatre is 
gone, for I believe that these cheap 
amusements are bound to disappear. 

Electric Advertising needs no such 
friends or allies. 

It is here and here to stay. 


It has an irresistible, magnetic 
power of attraction. 

It displays the beauty of the mer- 
chant’s building after dark. 

It interests the adult and the child 
in art and beauty. 

It boosts business. 

It looks prosperous. 

Electric Advertising ts a moral 
disinfectant. 

It will bring any merchant more 
trade by persistently and impressively 
appealing to the people. 

The more it is used the greater the 
attraction. 

It has a thousand qualities that 
make it attractive and desirable to the 
up-to-date, high-class merchant. 

The merchant who does not use it 
contributes the most towards paying 
for that which draws the trade past 
his place. 

Don’t wait for any Five Cent Thea- 
tre or any other natural development 
to come along to open up the field. 
Let salesmanship be the key and give 
Electric Advertising the place it right- 
fully demands. 





CENTRAL STATIONS SHOULD ENCOURAGE THE 
CHEAP AMUSEMENT HOUSES 


By OLiver R. HoGur, Cuter CLerK Contract Dept. 
COMMONWEALTH Epison Co., Cuicaco, ILL. 


HE five and ten cent theatres, 

penny arcades and shooting 

galleries have opened a new 

field in Chicago, which at the present 

time is bringing the company a good 
deal of business. 

When this class of amusement en- 

terprise first entered the field, we did 

not feel that they were venturing in a 


business that would be prosperous for 
any length of time. Owing to this 
fact, in some cases where we were not 
thoroughly familiar with the custom- 
ers we had to ask a deposit large 
enough to guarantee our account, 
which was generally collected weekly. 
Where we made a sign investment or 
arc lamp investment we, as a rule, 
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asked them to advance this cost. This 
practice is continued at the present 
time from such people who have no 
financial backing. As you know all 
new lines of business must have time 
to develop before they get on a pay- 
ing basis but we feel that this source 
of business is well established at the 
present time and is paying the pro- 
moters a fair profit. 
they have outgrown their original 
places and have built large audito- 


In some cases 


riums to take care of the people. One 
firm has eight houses on one main 
street within a radius of three blocks. 
They also have several other places in 
other parts of the city. We know of 
some of our customers in other lines 
of business who have taken up the 
scheme and installed several theatres 
in various parts of the city. 

To give you an idea of how this 
business has grown we have compiled 
some figures: At the present time we 
have three hundred and forty-eight 
customers with a connected load of 
57,975 16 candle-power equivalents. 
These customers use an average of 
484 kilowatts per month with a load 
factor of 15.1 per cent. 
near the busiest corners where we 
have our mains and no extra expense 
is necessary. 
ture, their load generally comes on 
after our peak; that is to say, such 


They locate 


In addition to this fea- 


houses for the most part are located 
outside of the down-town district, and 
the houses in the down-town district 
show a load factor of 16.8 per cent. 
We feel that this is as good a paying 
investment as central stations could 
ask for. 


Central stations should encourage 
this business as much as possible for 
the reason that as a rule they are will- 





ing to use the company’s service and 
do not figure on installing their own 
plants, as the venture is new and they 
do not care to take any more chances 
than necessary. We have inquiries 
every day from people of good stand- 
ing who contemplate installing houses 
of this character. They do not seem 
to be novices in the business, as they 
figure out very closely the cost of 
illumination. We find that they do 
not waste the light, but use it to the 
best advantage. 

As to the effect of this class of cus- 
tomers upon the regular merchant, the 
scheme of outlining buildings with 
incandescent lamps does not seem to 
be very popular in Chicago: in fact, 
the only people that use this style of 
lighting are the theatres and places of 
amusement, so it does not conflict with 
the lighting used by our merchants 
for display purposes. 

We do not feel that this practice 
hurts business in any way as the aver- 
age man who is spending his money 
for attraction purposes generally fol- 
lows out the idea adapted for the dis- 
trict he is located in. 

To illustrate how the merchants 
hang together in the matter of signs 
we cite you the instance of the intro- 
duction of the blue enameled signs 
which this Company is putting out on 
a rental basis. Some years ago we 
adopted this policy and by hard solici- 
tation and special inducements we ob- 
tained what we thought was a fair 
amount of signs. Today we are put- 
ting out close to one hundred signs per 
Even in the 
of this business, the customer said 


month. earliest stages 
that in a short period these signs 
become would 


This did not prove 


would and 


common 
have no market. 
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true, as we are enjoying a very good 
business from this source, and have 
close to four hundred signs in the city 
of Chicago on a rental basis. 


If all other businesses would de- 
velop as quickly as the amusement 
line has done in Chicago, I think it 
would be profitable for central sta- 
tions to take some chances along this 
line, as it will eventually be on a basis 
where there will be no more risk than 
in most other lines of business. 


They use very good taste in install- 
ing their attraction lights and each 


new house which goes up tries to add 
a little more light to the exterior of 
the building. The Garden Theatre 
recently opened in this city installed 
tungsten lamps under their canopy, 
and in addition to these lights have 
suspended flaming arc lamps. all 
around the building. This makes a 
good showing and is one of the bright- 
est spots in Chicago at night. This 
is the style of lighting we are looking 
for, and we sincerely hope that our 
customers will continue to use more 
lighting on the exterior for display 
lighting. 





Chicago’s 10,000 Irons 


E have all heard about the 

10,000 electric irons” re- 

cently purchased by the 
Commonwealth Edison Company of 
Chicago and wondered how such 
wholesale free distribution would 
work out. 


Department, says: 

“A number of central station men 
have asked me how we have the nerve 
to try and get out 10,000 irons in the 
dead of winter in a city where the 
thermometer gets down to 10° below 


zero occasionally and all flat-iron 





EDISON CO. 


CHICAGO 
. ILLINOIS 





Here is a photograph of the initial 
shipment of 5,000 irons. 

Commenting on this campaign, Mr. 
Geo. B. Johnson of the Common- 


wealth Edison Company, Contract 


warm-weather arguments are useless, 
but we say they have come to stay, 
and there are all kinds of reasons why 
they should be used throughout the 
entire year.” 














The Selling End of the Business 


Il. Give the Other Fellow a Chance 


By GEORGE 


OMPETITION | is 
sort of 


the best 


stimulus for an 


profitable business. 


un- 


Let a business get run down at the 
heel and nothing will so stir the pro- 
prietor to renewed effort as having 
competition in his field. 

This is 
the 
you 


the other fellow a 


one of 
reasons why 


should “give 
chance.” 

the 
fellow a 


By giving 
other 
chance, you are 
really giving your- 
self a better 
chance — increas- 
ing the possibili- 
ties of profit- 
able development 
in your own busi- 
ness. 

Giving the oth- 
er fellow a chance 
may work 
ways—either 


two 

one 
of which will be to your profit. 

If you refuse to take business at a 
loss, and your competitor also refuses 
to take business at a loss, he will 
grow into a strong competitor who 
will keep you hustling at a pace 
which will mean prosperity and de- 
velopment for both businesses. 

On the other hand, if you refuse to 
take business at a loss and your com- 
petitor does take the business at a 


“out of busi- 


loss, he will soon be 


B, 





George B 


SPENCER 


ness,” competition will no longer ex- 
ist and the field will be free to you. 

This is why you should “give the 
other fellow a chance’—by refusing 
to take business at a loss. 

Far-sighted buyers—who_ expect 
you to develop ef- 
ficiency in your ser- 
vice, and to con- 
tinue giving them 
the best to be had 
for the 
would 


money— 
not know- 


ingly buy from 


you on a basis 
which would mean 
loss to you. 

Such buyers 
know that for you 
to do business at a 
loss means ultimate 
deterioration of the 
service and conse- 


quent loss to all 


Spencer your patrons. 

Near-sighted 
buyers—those who do not realize that 
their own intezests are best served by 
an efficient and progressive concern 
—will doubtless continue trying to 
gouge you down to a starvation basis. 

Such buyers are a menace to any 
community because they are men 
who have no understanding of a live 
and let live policy, or that co-opera- 
tion for mutual profit in business 
means most for all. 


Each case of this kind you should 
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look squarely between the eyes and 
judge the proposition solely on its 
merits—that is, if it has any. 

If you haven’t nerve enough to 
turn down a proposition you know 
means net loss, you show that you 
haven't confidence in your own abil- 
ity to make your business pay. 

Such lack of confidence has its 
foundation in the most pitiful and de- 
structive impulse known to human 
intelligence—fear. 

Suppose you lose the business of a 
large patron because you will not 
take it at a net loss—doesn’t losing 
such a contract really mean a net 
gain? 

Won't you have a bigger balance 
in the bank, at the end of the year, 
than you would if you took such a 
contract at a net loss? 


Further than 


this—haven’t you 
faith enough in your own business 
getting ability to believe that you can 
get out and secure enough business at 


a profit, to keep your plant running 


top speed pretty nearly the year 
‘round? 

Remember—a concern that isn't 
making money isn’t really “in busi- 


ness” at all. A concern that isn’t 
making money is made up of men 
who are just “keeping busy.” And— 
when the capital is depleted (as it 
certainly will be if the concern con- 
tinues to take business at 


what will happen? 


a loss) 


What will become of the owners of 
the concern? 

What will become of the manage- 
ment ? 


Perhaps you feel that you lack 


ability to sell the current produced 
by your plant. 


But—isn’t it possible that this is 
only ‘“‘a feeling” on your part. 

You may have latent sales ability 
which only needs developing to build 
your business into a better money 
maker. 

If you are positive you have no 
latent sales ability, get some one who 
has to work with—or for—you. 

Every electrical plant should have 
its “Sales Manager.” 

The President of the concern may 
undertake the work—or the Treas- 
urer, or the Vice President—but, 
whoever undertakes the work should 
be held responsible for selling the 
current of the plant at a profit. 

To be able to do this, you must of 
course know the cost of producing 
current. 

If you can’t get at this cost accu- 
rately, make your selling price high 
enough to “be on the safe side.” 

If no officer of your concern can 
act as its “Sales Manager’, hire one. 
Hire a good one. Cheap men are apt 
to be cheap in every way. 
want 


You don’t 
“cheap” results. You want 
profitable results at low cost, and the 
way to get them is—hire a man who 
can earn a good salary. Such men 
“arn a great deal more than salary. 
They earn profit—dividends on your 


stock. a a ae 


In one day, a natural born sales- 
man thinks of more ways in which 
to use electric current for meeting 
human needs than the average man 
could think of in a year. And such 
a salesman keeps right on thinking 
all the working days of the year— 
thinking for your profit. 

After all—you know, it is only by 
helping to meet human needs that we 
can sell anything. 
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If electricity is more efficient— 
more convenient—less trouble—and 
less expensive in the long run, for 
any purpose, you have only to so 
present it to make people willing to 
pay you what your service is worth. 

Study the needs of people in your 
town. 

Concentrate your mind upon meet- 
ing those needs with electricity. 

The saying, “You can’t teach an 
old dog new tricks’ doesn’t neces- 
sarily apply to men because few men 
are dogs. The saying that does ap- 
ply to men is “A man is never too old 
to learn.” 

Therefore, unless you wish to put 
your head in the “Lofts to Let” 
class, you shouldn't hesitate to study 
new methods whereby profits of your 
business may be increased. 

If your brain is a work-shop, take 
care its products are the kind that 
help make money for you. 

Don’t expect to learn all there is to 
know about selling electric current 
in a couple of hours—nor in a couple 
of years. 

If you learn a little something each 
day you will be doing better than the 
average and, at the end of a year, you 
won't be so much surprised at the 
amount of knowledge have 
gained as at the results such knowl- 
edge has enabled you to accomplish. 

Progress and development are not 
matters of days. 

Only steadily persistent pushing, 
week in and week out—year after 
year—accomplishes profitable results. 


you 


Don’t let anything pass through 
your hands upon which you do not 
realize some profit. 


Don’t take hold of any appliance in 
connection with the sale of which 
there isn’t “something in it” for you. 

Make this policy clear to manufac- 
turers who seek to sell you appliances 
and to patrons who seek to buy such 
apliances from you. 

Buy at the very lowest possible 
price (remembering that the manu- 
facturer must make his profit to con- 
tinue supplying you) and sell at the 
very highest possible price (not for- 
getting that the advantages gained by 
users must be made to seem to them 
worth more than the money they are 
asked to pay. ) 

In selling appliances, talk about 
what they will do for your patrons 
rather than about the excellence of 
such appliances from a 
standpoint. 


mechanical 


Bear in mind that it is comfort— 
convenience—and saving—your pa- 
trons gain through the appliances 
that will induce them to buy. 

Once a 





convinced he 
needs an appliance, you may clinch 
the argument with talk of the effi- 
ciency and durability of the appli- 
ance in performing its particular 
function but the main thing is—the 
patron’s needs which are met by the 
appliance. 

Talk in terms of the buyer’s needs, 
if you wish to make a sale. 


patron is 


Insist that every one who has any- 
thing to do with selling current from 
your plant shall keep constantly in 
mind that demand for electric current 
arises from human needs. 

Talking of the human needs which 
electric current, equipment, and appli- 
ances meet is the best kind of selling 
talk and means—most profit. 

The success of your business—and 
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your own success—will be measured mercial country, with money its prin- 
by the money you make, just as long cipal standard of measurement for 
as this country continues to be a com- all things. 





A Dollar Idea 


By Eugene A. Creed, New Business Manager 


Auburn Light, Heat and Power Co., Auburn, New York 





WE would suggest that central stations lead in displaying their product 
electrically for advertising purposes. 

A motor outlined on the front of the office building in 4 cp. lamps would 
be of great benefit in advertising central station drive. 

A flatiron in outline would help the heating solicitor some. 

The lamps used would assist the lighting man. 
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A Holiday Window Display. Muncie Electric Light Co., Muncie, Ind. 














Observation 





By ALBERT J. MARSHALL 


CuiEF ENGINEER, BUREAU OF 


NE frequently hears the ques- 

tion, “How can I become an 

illuminating engineer ?—what 
means should I employ ?” 

The questioner is usually referred 
to books and papers dealing with the 
subject and, perhaps, further advised 
to become an active member of the 
Illuminating Engineering 
Such suggestions are 
good in the main, but 
if they stop there they 
do not go far enough, 
because 


Society. 


there is yet 


another and most im- 


portant thing that 
should be considered 
—one which is so 
often overlooked — 


and that is, the neces- 
sity of OBSERVA- 
TION ,—the ability to 
profit by seeing, not 
merely the ability to 
see. There is quite a 
difference. 

To be what may be 
termed a competent 
illuminating engineer, one must neces- 
sarily have knowledge in_ several 
branches of science and art, for one 
must be not alone qualified to deal 
with any and all matters pertaining to 
the use of artificial light, from the 
designing of lighting systems for any 
class of service and for any character 
of space, the design of light sources 
and used therein to the 
making or overseeing of photometric, 
illuminometer 


accessories 
and acceptance tests. 
Unfortunately it is not always possi- 
ble for the lighting solicitor to have 
such knowledge, not that he would be 








Albert J. Marshall 


ILLUMINATING ENGINEERING 


incapable of assimilating such, pro- 
vided he had the opportunity, but the 
rub comes in that he oft-times lacks the 
opportunity. He must, however, ob- 
tain sufficient general knowledge of 
how to use artificial light intelligently, 
so that his efforts may give reasonably 
good results, especially in what may 
be termed commercial lighting instal- 
But the 
question is, — what 
knowledge to seek 
and how to obtain it ? 


lations. 


Acceptable results, 
at least, may be ob- 
tained by being a 
reading student of all 
sensible ideas and 
theories presented on 
the subject. Many 
such ideas and 
theories are now to be 
found in weekly and 
monthly publications. 
And efforts 
may be considerably 
stimulated by taking 
an active 


such 


part in 
the movement for more intelligent use 
of artificial light, which is being car- 
ried on by persons identified with the 
Illuminating Engineering Society. But 
beyond these efforts one must acquire 
that qualification, 
namely, practical knowledge—knowl- 


most desirable 
edge we know is right, because its 
value has been demonstrated. How is 
it acquired? Let us see. 

We will start with the inception— 
idea—theory, and work up. Those 
who have the creative ability and the 
means of carrying ideas and theories 
into actual results, are somewhat more 
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fortunate than those who have to rely 
on their co-workers for knowledge on 
which to base their work. But while 
ability is an assistance yet it is pos- 
sible, and easily possible for the alert, 
progressive and determined person, 
who does not have such ability 
(largely due to training—“perspiration 
as well as inspiration,’ as Edison 
would say), to benefit considerably by 
the work of others. Such a person 
may derive much practical knowledge 
by careful OBSERVATION and re- 
taining in his mind the important 
points seen—noted—so that such may 
serve him later on in his work. 

It is easily possible for most anyone 
having good eyesight, to see pretty 
much all that occurs around him, and 
there are many people who see con- 
siderable. Then again, there are some 
people who observe because they have 
what might be termed inquisitive 
natures. They want to know what is 
going on around them, whether it be 
in noting how a coachman drives a 
team of horses or the number of 
stories that a particular building will 
have. Then again there is the observ- 
ing person who goes through life with 
some definite purpose in view, and 
who is always alert as to the best 
means to employ in order to attain the 
end. This type of person not only 
sees and observes, but he appreciates 
its value. He may make a mental note 
of something today, which he may not 
have occasion to use for several days, 
months or even years, but when such 
occasion arises, his mental note comes 
If he be interested 
in architecture, but little that is good, 
bad or architecture 
escapes him. He compares, mentally 
one type or class of building with an- 


to his assistance. 


indifferent in 


other, noting both good and bad points 
and picturing to himself how parts 
from different buildings would appear 
assembled as a whole. He is always 
striving to know the reasons why 
things are done and through such 
reasoning, he establishes what may be 
considered ideals, and ways and means 
of accomplishing them. 

The lighting solicitor has, in general, 
the same opportunity to profit by 
observation. Lighting installations 
may be observed either by day or by 
night, while walking along the streets, 
or for that matter, while riding in 
street cars. By carefully observing, 
the solicitor will soon begin to appre- 
ciate the reasons why certain things 
were or are done in lighting work, 
although there may be many installa- 
tions, the nature of which will appar- 
ently offer no logical reasons for their 
existence, but he may learn from such 
installations at least how not to do it, 
His 
from observation will 
soon enable him to establish systems 
(there is a difference between a light- 
ing installation and a lighting system) 
in their places. Thus by weighing one 
lighting installation against another, 
and endeavoring to understand their 
reasons for existence, he will shortly 
find himself quite heavily stocked with 
much desired information, such as he 
heretofore thought was difficult or 
almost impossible to acquire. And 
the beautiful part of such knowledge 
is that it comes without apparent 
effort,—no_ tiresome study,—but on 
the contrary, affords some enjoyment 
in criticising the other fellow. 

Try the formula, OBSERVA- 
TION, and note the results. They 
may agreeably surprise you. 


which knowledge has its value. 
deductions 
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Our Business and Yours 








The ‘* Taitonian Club ”’ 


AST 
block of Dollar Ideas received 
the New Business De- 
the Dayton Lighting 
The other day they sent 
With them was the 
following communication :— 


month, we published a 

from 
partment of 
_Company. 


in seven more. 


A DOLLAR IDEA 


This is an sdea and perhaps a challenge. 
[In connection with the New 


2 2 
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Business Staff in Dayton, 


into the game and hereby 


has gotten 
challenges 
any central station in the country t 
show them that they 
tricks 
demand. 


are missing any 
in the gentle art of piling up 


of the 
Dayton men are actually staying uy 
nights and walking the floor in their 
efforts to propagate Dollar Idea 
but individually and as a 


We do not believe that any 


schemes, 








Business Department of the NX iat ia /\ 
Dayton Lighting Co., a club Dee 
has been organized which is ap- — DALAR (DEAS — 
a ‘6 : Seizing ELecTRrici7r 
propriately named ‘‘ The Tait- Talrrorvi-vy CLUP, LArron. oO 


onian Club,’’ in honor of Mr. 
F. M. Tait, our general man- 
ager. Directly beneath the | 
charter hangs a large frame, as 
photograph. This 
frame will conveniently hold 
fifty crisp one dollar bills. If 
SELLING ELECTRICITY 
not go broke we agree to sub- 
mit a photograph later of this 
frame snugly filled with 
proceeds of Dollar Ideas. 


shown by 


does 


the 





THE TATONIAN CLUB, WA 





Dayton, Ohio. 


Of course, it is not a real Dollar 
Idea as we see it, for a Dollar Idea 
must be a practical scheme which will 
help to sell current. But this same 
alleged Dollar Idea is worth more to 
us, is worth more to the Dayton 
Lighting Company than any dollar 
bill ever turned out by Uncle Sam. It 


means that our good friends, the New 





The Taitonian Club Cash Register 


body they are convinced that the Day- 
ton Lighting 
pace for the central station world 

commercial enterprise and efficiency, 
and they have enthusiastically under- 
taken to demonstrate it through the 
medium of SettinGc ELEectTRICcITY 
Dollar Ideas. This is the sort of ar- 
dent team work which gets 


Company is setting the 


results 
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just as much in selling electric current 
as in a game of football, for pure en- 
thusiasm does far more in this world 
than mere money. 

Why shouldn’t the commercial de- 
partment of some other central sta- 
tion take up the gauntlet of this 
‘“Taitonian Club” and show that there 
are still other centers of seething ac- 
tivity? 

It would bring out some more Dol- 
lar Ideas, it would build up more en- 
thusiasm in a new place, it would lead 
to the selling of further current and 
SELLING ELectricity will guarantee 
to produce the one-dollar-bills on de- 
mand. 


OS 


Men Who Have Arrived 


HERE is always a tendency in 

any field of journalistic work 

towards editorial flights into 
the realm of fancy, and at times an 
over indulgence in hero worship. 
There are in every field of endeavor 
those men who succeed above their 
fellows and attain positions of con- 
spicuous prominence, and it is per- 
haps natural that from time to time, 
they should be held up before the 
gaze of their fellows of lesser achieve- 
ment, and clothed in much of glamor 
and idealism. 

The purpose is, of course, to point 
out an example for emulation, to 
stimulate the ambition of those who 
have not yet “arrived”, but a com- 
mon fault in such stories of great 
men is that they too often assume the 
character of enthusiastic eulogies and 
defeat their very aim. 

Men who have succeeded are men 
still, distinctly human and_under- 


standable, and the steps by which they 
have reached their power and reward 
have been gradual and for the most 
part regular, the result of consistent 
intelligent effort. 

There are men in the central sta- 
tion commercial field who have been 
great in accomplishment, who have 
succeeded, who are standing at the 
front today. These men too have 
been selling electricity, personally and 
through their agents carefully con- 
trolled and directed, but there have 
been those elements in their character 
and performance which have carried 
them ahead of their co-workers. 

We cannot all have an opportunity 
to know these men personally, but we 
are all interested in them. We want 
to know what they are like, how they 
got where they are today. how they 
maintain their position. A knowledge 
of the underlying principles which 
have developed their careers can help 
us, too. 

Beginning with the February issue, 
SELLING ELECTRICITY, in a series of 
articles, will tell the story of some of 
the big men in the central station 
commercial world. 

The endeavor will be, not to evolve 
a glowing tribute, but to find the rea- 
son why each man is where he now 
stands. We are not interested in the 
fact that he may have mastered the 
binomial theorem at the tender age of 
eight, we do want to know, however, 
how he has managed to outstrip us. 

We believe these “Little Journeys” 
will bring out many interesting side 
lights on the men we have long known 
by name, but without opportunity for 
closer contact, and that our readers 
will find in them much material for 
reflection. 
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Mr, A. C. F. Keleher Joins the Staff 


T is with much pleasure that we 

are able to announce that Mr. A. 

C. F. Keleher has been secured 
as Business Manager of this maga- 
zine. 

Mr. Keleher has had an experience 
which makes him particularly valu- 
able both to SELLING ELECTRICITY 
and to our readers. After several 
years in the Pay Department in the 
United States Army during which 
time he was stationed in various parts 
of this country, in Porto Rico and in 
the Philippine Islands, Mr. Keleher 
joined the organization of the Holo- 
phane Company of New York, manu- 
facturers of scientific reflectors and 
originators of the Holophane System 
of Illumination. 

Mr. Keleher has made a very close 
study of illumination and illuminating 
engineering as a factor in the central 
station commercial problem, and has 
spent his time in active co-operative 
work, lecturing on illumination and 
coaching new business departments in 
popularizing the use of electricity and 


the conserving and proper control of 
light. 

We want men who know on this 
magazine, not mere theorists, but men 
who have been in personal touch with 








A. C. F. Keleher 


the problem of selling current. Mr. 
Keleher’s many friends among the 
lighting companies in the middle west 
will see in this another evidence of 
our desire to view the field through 
central station eyes and to preach the 
gospel of the man who sells with dis- 
cernment. 





News and Reviews 


Current Items of Interest to Commercial Men 


Reorganization in Lincoln 

At a reorganization of the Lincoln Gas 
& Electric Company, Mr. Benjamin F. 
Adams was appointed General Manager of 
the company. Previous to his promotion, 
Mr. Adams acted as general superinten- 
dent for two years, when he had charge 
of the rebuilding of the gas and electric 
light plants. 

Under the new management, greater 
effort will be made than ever before to 
develop the gas and electric light service in 
Lincoln, an extensive advertising campaign 
will be started and additional forces for 


the perfecting of the individual service will 
be secured. A number of new features in 
the service have been planned under the 
new administration. 

Mr. Adams has been with the Lincoln 
Company for two years, having come there 
from the Madison Gas & Electric Com- 
pany, Madison, Wis., and succeeds Mr. 
Homer Honeywell, who resigned a short 
time ago to attend to private business. 

It was reported in the Lincoln press, that 
Mr. Adams had been appointed President, 
but we have it on good authority that Mr. 
Doherty is not yet retiring from the field. 
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Promotions in Auburn 


Mr. Hugh L. Montgomery, late New 
Business Manager of the Auburn Light, 
Heat & Power Company, Auburn, N. Y., 
has been promoted to the position of Gen- 
eral Manager of the company. 

Mr. Eugene A. Creed, of the commer- 
cial staff, takes his place as New Business 
Manager. 

Mr. Montgomery has been with the 
Doherty interests since 1904, when he 
entered the employ of the Denver Gas & 
Electric Company. 

He took hold in Auburn in 1907, and 
through his ability to make friends and his 
success in building up the sign and power 
load, has demonstrated that he who can 
sell current and promote commercial inter 
ests is managerial timber, even though not 
a technical man. 

Mr. Montgomery’s promotion to the 
General Management is of particular in- 
terest, inasmuch as it is another instance 
of the recognition of the commercial man. 

Mr. Creed steps up from the ranks as a 
result of recognized ability. 


New England Section of N. E. L. A. 


About eighty New England central sta 
tion men were entertained by the Boston 
Edison Company at a dinner given at 
the Algonquin Club, Boston, on December 
30, 1908. The purpose of this gathering 
was the organization of a New England 
Section of the National Electric Light 
Association. President W. C. L. Elgin 
and Vice-President W. W. Freeman and 
R. M. Leach, Chairman of the Committee 
on State Organizations and Company 
Branches of the N. E. L. A., were in 
attendance and addressed the meeting. 
Speeches were also made by President 
Chas. E. Edgar of the Boston Edison Co., 
E. W. Burdett and Chas. H. Hodskinson, 
Boston: G. R. Stetson, New Bedford; J. 
S. Whitaker, Portsmouth; N. H.; H. T. 
Sands, Haverhill, Mass.; E. E. Larrabee, 
3ennington, Vt., and J. E. Davidson, 
Montpelier, Vt. 

The following officers were elected: S. 
Fred Smith, Salem, Mass., President; J. 
E. Davidson, Montpelier, Vt., Vice-Presi- 
dent; Chas. H. Hodskinson, Boston, Mass., 
Secretary and Treasurer. 





Executive Committee—J. A. Fleet, Port- 
land, Me.; J. S. Whitaker, Portsmouth, N. 
H.; H. T. Sands, Haverhill, Mass.; A. B. 
Lisle, Providence, R. I.; Alex. Campbell, 
New London, Conn. 

The Sanitary Pump 

A new and in many respects unique line 
of pumps is being marketed by the San- 
itary Pump Company of Dayton. Their 
slogan is “Simplicity Simplified.” 

They have succeeded in developing the 
automatic feature and_ eradicating all 
water hammer. While these pumps em- 
body no radical departure from the stan- 
dard types already on the market, the 
Sanitary Company claims to have achieved 
a distinct advance toward greater relia- 
bility and smooth running. 

As the name indicates, many of them 
are made for use in private houses, for 
obtaining a water pressure in bath-rooms 
and kitchens. 

The Sanitary line comprises both rotary 
and duplex pumps in a number of sizes 
and powers, with special type for farm, 
factory and suburban homes. 


Electric Signs for Chicago El. 

It has been announced that large electric 
illuminated signs will be installed on all of 
the elevated railroad stations located on 
the loop of the Chicago Elevated Railways. 
A large sign reading “Elevated Station” 
will be mounted on the elevated structure 
at the principal street corners, and numer- 
ous smaller signs, reading “To All Trains” 
will be installed at the station entrances. 


New Emerson Fan Book 

The Emerson fan catalogue for 1909 is 
just out. It contains 64 pages of fan 
data consisting of description, cuts, dia- 
grams, prices—the last word on the alter- 
nating current fan. The central station 
representative who talks to the consumer 
should know his subject. Before he is 
sure he knows it, he should read the little 
fan book of the Emerson Electric Manu- 
facturing Company, St. Louis, Mo. 


New Public Service Corp. Publicity Manager 


Mr. John L. O’Toole has been appointed 
Manager of Publicity Department for the 
Public Service Corporation of New 
Jersey. 
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Mr. O'Toole is an 
paper man, and eminently qualified for the 


experienced news- 


office, having served for seven years as 
city editor of the Newark Evening News, 
one of the most successful journals in the 


country. 
New Tungsten Fixtures 

“A Few New Tungstens” describes some 

simple but attractive fixtures designed by 

Mfg. [ 


several 


Chandelier 
The 
additions to the 


Beardslee Company of 


Chicago. line makes notable 


number of moderate 
priced stock fixtures now on the market 
and offers the central station solicitor add- 


ed variety from which to choose. 


Annual Meeting of Ill. Eng. Society 

The annual meeting of the Illuminating 
Engineering Society was held on Friday, 
January &th, at 8 p. m., at the Machinery 
Club, N. Y. The meeting was preceded 
by an informal dinner, at which 61 mem- 
and 
Dr. Elihu Thompson, guest of the even- 


bers guests were present. 

ing, was introduced after the dinner by 

President Bell, and brief 

address to the members present. 
President Bell then gave an address, out- 


Louis made a 


lining the progress of the Society as well 
as the profession; he reviewed briefly the 
uphill work in building up a new profes- 
sion and a new Society and attributed the 
progress made so far largely to the co 
operation of those interested in the sub 
The Society, he had 
marked by an absence of any jarring note 


ject. said, been 
and was marking the progress of a serious 
and dignified Those people 
who have taken an interest in the thing 


profession. 


have derived benefits from the Society and 
the profession which were before un 
dreamed of. 

Dr. Bell dwelt especially on the need of 
actual work and on the co-operation of 
members toward increasing the member- 
ship of the Society, so as to broaden its 
field of usefulness. During the past year 
he stated that we had an eruption of new 
illuminants, the results on the whole being 
good, and he expressed his appreciation of 
the gratifying progress which had been 
made. He especially called attention to 
the growing respect for the 
work of the Illuminating Engineer and to 


feeling of 





the rapid progress which had been made 
in this line, not only here but in Europe 
by the education of both the public and 
Bell 
thanks for the comradeship 
mutual which had been ac- 
corded him during his Presidency. 

This 


Treasurer, 


the press. Dr. closed his remarks 


with and 
helpfulness 
was 


followed by the reports of 


Secretary and Advertising 
Committee, after which the results of the 
election of officers for 1909 was announced 
as follows: 

President, W. H. Gartley, Philadelphia. 

Vice-Presidents, Geo. C. Chi- 
cago; J. S. Codman, Boston; C. O. Bond, 
Philadelphia. 

Directors, A. S. McAllister, N. Y.; 
Ross Green, Philadelphia; E. N. Wright- 


ington, 


Keech, 


Geo. 


Boston. 
Secretary, Preston S. Millar, New York. 
Treasurer, A. H. Elliott, New York. 
Dr. Bell then resigned the chair in favor 
of his successor, President Gartley, who 
made a brief address, thanking the mem- 
done to him, the gas 


Philadelphia. He laid 
condition of science at the 


bers for the honor 


industry and to 
stress on the 
present time in this new and _ promising 
field and stated that he believed that the 
apathetic part of the large gas interests 
which had heretofore governed would be 
largly changed during the coming year and 
that the gas interests would take an active 
interest in the Society. He hoped that 
Society would be 
enriched during the coming year with a 


the literature of the 
large number of gas papers. 


To Light the State 


The following announcement appeared 
in a recent issue of a New York news- 
paper: 

LIGHT FOR ALL. 
New Yorkers INCORPORATE ILLUMINATING 


Co. For $25,000. 


Albany.—The Central Station Operating 
Company, with a capital of $25,000, has 
been incorporated to furnish gas and elec- 
tric light in all the cities and villages in 
the state. The directors are William H. 
Sheehan, Edward F. McAviney and Frank 
L. Smith of New York city. 

There is no limit to the ambition of man. 
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The American Elastic Heater Co. 

The American Electric Heater Co. has 
acquired the “Superior” Electric iron, hav- 
ing purchased the Electric Sad Iron Co. of 
Detroit, the former makers. They will 
continue the manufacture and sale of this 
iron under their name, continuing to call it 
the “Superior.” The “Superior” has been 
on the market for about a year and a half, 
and has “made good.” The American Co. 
rigidly investigated and tested it and found 
it excellent and most efficient before mak- 
ing the purchase. 

The addition of the “Superior” to the 
well-known American line should prove 
very acceptable to the trade. 

Crouse-Hinds Catalogue 

The Crouse-Hinds Company of Syracuse, 
New York, manufacturers of Condulets, 
has just issued a new catalogue for which 
congratulations are in order. 

No man who has not built a book can 
appreciate the amount of care and labor 
this publication represents. The nature of 
their product necessitates a great deal of 
detail, as covering the various types and 
sizes. 

It is well printed on heavy stock and 
profusely illustrated, and in the front is an 
illustrated alphabetical index which dis- 
plays the complete line pictorially. It is full 
of suggestions, and no contractor or con- 
structing engineer should be without this 
book. 

The cover is worthy of the contents. 

Phoenix Glass Co. Retains Bureau of I. E. 

The Phoenix Glass Company of New 
York, Pittsburg and Chicago, has retained 
the Bureau of Illuminating Engineering. 
437 Fifth avenue, New York, to act as con- 
sulting and designing illuminating engi- 
neers, in the matter of designing or re-de- 
signing glass globes and reflectors, as man- 
ufactured by them, so that beauty and 
utility will be sensibly blended. Mr. Albert 
J. Marshall, Chief Engineer of the Bureau, 
will have direct supervision of this work. 

The result of this arrangement will be 
that the Phoenix Glass Company will be 
prepared to supply glassware for any class 
of service, and for any illuminant which 
will not only reflect beauty, but which will 
also give desirable utilitarian results. In 


carrying out these ideas, the effect of light 
on the eye will receive very careful con- 
sideration, 

The Phoenix Glass Company, through the 
Bureau, will be pleased to supply technical 
data regarding their product. 


News from Providence 


Mr. E. R. Davenport, Sales Agent, Nar- 
ragansett Lighting Co., Providence, R. L., 
contributes the following news of his com- 
pany: 

Mr. H. H. Skinner, formerly connected 
with the Boston Edison Co., has now 
joined the selling force of the Narragansett 
Co.; also Mr. G. B. Carey, formerly with 
the Ley Construction Co., of Springfield, 
Mass. Mr. Skinner fills the vacancy 
caused by the resignation of Mr. E. A. 
Creed, who has joined the Doherty forces, 
at Auburn, N. Y. 

An additional man has been appointed to 
repair burnt-out flat irons and other heat- 
ing devices, and to take charge of the spe- 
cial stock room for heating appliances, 
motor applications, and other — special 
devices sold by the company. 

Other minor changes have taken place as 
follows: 

O. E. Michell, formerly outside salesman, 
has been transferred to the office in charge 
of all new business at the office. Mr. 
Michell, previous to his connection as out- 
side salesman for the Narragansett Com- 
pany, was for several years connected with 
the Public Service Corporation of New 
Jersey. 

Mr. S. A. Hall, previously with the 
United Gas Improvement Company of 
Philadelphia, now employed in our account- 
ing department, will in a few days take up 
office work in the sales department. Mr. 
F. S. Root, formerly heating salesman, but 
previous to that mechanical designer for the 
Nicholson File Co., is now giving all his 
time as power salesman, 





WANTED -— Experienced lighting solicitor by a pro- 
gressive central station in the middle west. Salary 
to begin $75.00 per month. 

“West,” care Selling Electricity 


WANTED -—First class Manager for New Business 
Department of lighting company in hustling south- 
ern city of 75,000. Must be thoroughly competent 
and able to get results. State age, experience, 
references, present employment, salary expected 
in first letter. 


Address ‘‘ Soutu,” care Selling Electricity 
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a Please send us, express prepaid, one 1909 model 


ap ~ Hot Point’? Iron for $4.00 as described in ** Selling 
On, 





Electricity,’’ without the ‘* Cut-Out ”’ attachment 


From — 






We will pay bill in 
30 days or return 
iron. You to 
pay charges. 















1909 Model 
of the Pacific Electric Iron 
Same type as the highly successful 1908 Model, but with 
THREE (3) BIG IMPROVEMENTS 

See the Steel Clad Plug; see the closed-in back plate and stand. 

and examine the removable element. 
See these Irons at the Chicago Show (Space No. 8, in Section ‘‘G’’) 

Get Ready for 1909. Every Central Station Manager or Electrical Supply Man 
owes it to himself and to his business to test these two irons. We make it easy— 
simply sign one of the coupons. 


Two Models for 1909 
the well - known Pacific Electric Iron 


Standard Type with improvements—Same with Automatic Cut-Out applied 






e. 
ap 
Of 















Get one 


The 1909 model is the iron we sold during 1903, but The “Hot Point’’ iron made a wonderful record 
with three decided improvements and the automatic during 1908. This new model-is bound to beat it, 
device. Has the same heating element so inserted as which means practically a perfect score. 
to be easily removable—only a screw driver needed and Read this In one city with 3000 irons in use the 





any One can do it; the attached stand makes it impos 
sible to short circuit across the terminals or catch on 
goods ; the plug is encased in steel. 

Every Pacific Electric Iron is sold under a rigid guar 
antee by which we agree to replace without cost, an\ 
iron defective or burnt out in normal service 












The ‘‘Cut Out” 
device is positive in 
action. When the 
iron goes above 
working temperature 
the plug is automati- 
cally thrown out. 

It operates on an 
entirely new principle 
and is not a thermo- 
stat. While a novelty, 
itis entirely practical 
and certain in action. 


total of irons replaced under our rigid twelve months 
guarantee was 22. 

We have the documents. We want a chance to 
*“ show you.”’ 


The ‘‘ Cut-Out ’’ Attachment 


Not a new iron but the tried and proven Pacific 
Electric Iron with the automatic cut-out device attached. 
Except for the automatic feature it is precisely the 
same as our 1909 model “ Hot Point’’ iron described 
above. Remove the automatic feature and it will be 
the identical iron, heat just as quick, hold heat just 
as long, and in every way just the same. 

We say,f{get one and test it. And if you do not 
you will not be strictly up-to-date during 1909. 


PACIFIC ELECTRIC 
HEATING COMPANY 


Factories at 


Ontario, California 


63-65 West Washington St. 
Chicago 























Send us, express 
prepaid, one “ Hot 
Point” Iron, with 

** cut-out’? attachment 
as described in ** Selling 
Electricity,”’ for $5.00 


NOTICE 


Send orders for samples 
to Ontario ; shipments 
will be made in the 
order received. 











From 










Street 


City 







State By 
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HOW TO ADVERTISE 
A RETAIL STORE 


BY ALBERT £. ERGAR 
TEACHES 


How to lay out advertising copy, 

How much space to use, 

How to design an attractive space-saving name-plate 

What a headline should accomplish, 

How to get and use proper illustrations, 

How to write your advertising introductory, 

How to describe an article so as to make sales, 

What style and method of pricing you need, 

The preparation of effective, free advertising, 

How to find and properly use selling points, 

The making of store papers, booklets, leaflets, folders, advertising letters, and 
mailing cards, 

The organization of a follow-up system, 

The uses of calendars, blotters, post-cards, advertising novelties, package en- 
closures, and hand-bills, 

Proper methods of window advertising, 

Correct outdoor advertising, 

Spring, fall and other openings advertising, 

Two-hundred-fifty selling helps, guessing and voting contests, drawings, schemes 
to attract boys and girls, premium schemes, 

The sensible advertising of special sales and clearance sales, 

The uses of leaders and bargains, 

Many novel sales plans, 

The promotion of business in a number of specific retail lines—this department 
alone occupies about 100 pages, 

Mail order advertising and general advertising, | 

Points about type, borders, ornaments, and cuts, | 

Nearly 20 pages of practical and helpful hints on how to lay out advertising copy, 

How to read proof and technical terms. | 

















How this is done is demonstrated by the use of 


641 ILLUSTRATIONS AS MODELS 


Showing how all these things are accomplished by the highly paid ad managers 
and the cross-roads storekeepers 


Price $3.50 Postpaid—on a money-back basis 


THE OUTING PRESS, DEPOSIT, NEW YORK, U. S. A. 


In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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FEDERAL UNIT 


FIX TURE 
No. 600 











Designed for store and office lighting with large 
units and shades up to 250 watt lamp and 6 B. C. 





Holophane Shade. Has large canopy of heavy gauge 
brass. 8x 14 inches. 
Federal Unit fixtures and clusters are made in 














many designs—both simple and ornate—to suit all 





purposes. Write for our Bulletin No. 287. 











Federal Electric Co. 





LAKE AND DESPLAINES STREETS 











CHICAGO 





























ASK FOR ONE OF 


Lamb’s Daylight Charts 


They are handy 
when the customer kicks 
and they come 
for the asking 


Schaum Engraving 
& Printing Co. 


. Engraving & 
Successors to Clark Printing Co. 





Milwaukee, Wisconsin 


Get Acquainted With This Sign 


Designers--Engravers--Printers--Advertisers 





























In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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WHERE THE 
POWER COMES FROM 


CENTRAL STATION MAN tthe other day 
dropped the remark that electrical advertising was 
so much alike the only way he could tell the dif- 
ference between campaigns was to ‘* look at the 
lamps.”’ 

Then he pointed to the waste basket. 

Uncle Sam’s morning mail had given it a busy 
and prosperous appearance. It was brimming. 

Pamphets, booklets, form letters, mailing cards 
and folders were in the discard. One glance 
through them illuminated the subject; there was 
a sameness, a monotony —a sort of ‘‘ cold-gray- 
dawn-of-the-morning-after ’’ repetition. 

Because an idea happened to be obvious with- 
out extra brain-energy, it was popped on to paper 
and Fate seem to ordain that every other man had 
the same impromptu plan, or picture, or line of 
thought. 

The power in any piece of publicity comes 
from its originality—from the ‘‘ spark’’ in it. 
The same thing is true of electric lamps. The 
market is flooded with ** Just lamps’”’ ; but the one 
that makes a Broadway glitter has an extra 
‘spark,’ you'll find —and that’s the lamp that 
does business. 

Men, lamps, and advertisements are much 
alike in this respect: they ‘ve got to rise above the common-place; must 
possess a flash and a something that means genius, not clothes, type, and 
tinpan oratory. 

You send out so much publicity print and picture each year, don’t you? 
You do it because time and trade have proven the vital necessity and good of it. 

Have you confidence in this postage-eating process? Do you read it over 
and recognize in it, yourself, something in keeping with the spirit of the 
times? What does the OTHER MAN think of it ? 

The Ethridge Company likes the preparation of copy and designs of this 
nature for YOUR business in a way that a conscientious student likes his 
problems — they fascinate him with their possibilities. If it’s a lamp fixture or 
a coil of wire, our force wants to prick them and see the red blood flow; in 
short, desires to ‘‘ get next ’’ to the essential parts and features before a line is 
written or a stroke is drawn. 

This is not only common sense, but it is business judgment. It makes the 
Ethridge Company broad in its views, experienced in its handling of many 
subjects, and practically valuable to the concern for whom it is working. 

If you want copy or designs that have the ‘‘spark,’’ if you want the pub- 
licity that ‘‘ rings true’’ from the intelligent interpretation of the problem, drop in, by person or 
pen. You'll find that we don’t illustrate electric light or power ads with pictures of East India 
Fakirs, and we do not dodge commercial facts by cloaking copy in everything from Ben Franklin 
to the Congressional Record. 

We write and draw YOUR business. 














THE ETHRIDGE COMPANY 


41 UNION SQUARE, NEW YORK CITY 
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conditions: 





The Phoenix Glass Co. 


NEW YORK—PITTSBURG—CHICAGO 


AVE pleasure in announcing that they have 
retained the Bureau of Illuminating Engineer- 
ing, Albert J. Marshall, Chief Engineer, New 
York City, as consulting and designing ‘illuminating 
engineers in the matter of combining utility with 
beauty in their many forms and styles of glassw are as 
used for all characters of illuminants under various 

















The Benjamin Tungsten Arc 


Solves the Problem of Artificial Hlumination 
Best Lamps -—- Best Fixtures Best Results 





SYMMETRICAL- feet over all, 18 inch Reflector 
CONVENIENT—with or without Pendant Switch 
Write for Prices 
Benjamin Electric Mfg. Co. 

42 West Jackson Boulevard, Chicago 
New York San Francisco 




















Electric Signs 


LETTERS and 
ACCESSORIES 





Haller Sign Works (nc.) 


319-320 South Clinton Street 
CHICAGO 











In writing to advertisers, mention “ 








Selling Electricity.” 
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ADVERTISING 
DaTA Book 













receive: 





of Michigan. 






Association. 
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The size of a billboard poster? 

The size of a street car card? 

What Poultry, Farm and. other 
papers are published in a given state 
or locality? 

How to correct proof so the printer 
will understand? 

The number of words in a square 
inch of type? 

What 10-point type—or any other 
point—means? 

How advertising space is meas- 
ured—in newspapers or magazines? 

The width of a column—in news- 
papers, magazines, mail order 
papers? 

What kinds of type you want to 
use? 








How population is distributed by 
states? 

The average wages of agiven class 
of people? 

Number of Dealers in various 
lines, by states? 

A date—for this year or next? 

The cost of advertising in any 
publication? 

Or on billboards? 

Or street cars? 

Lists of Publications—daily, week- 
ly, monthly—papers, magazines, 
religious, agricultural, mail-order, 
etc.—rates—dates of closing adver- 
tising forms—width of column—etc. 


Ghe MAHIN 
Advertising 


Data 


The Basis of Advertising—delivered before the Pacific Coast Advertising 


Chicago 


Name.. 





Address -.--- 


Book 


TELLS ali the above and many other things—and you can have it wz/h you, a// the time, in 

your vest pocket—to consult to your profit at odd moments. 

556 pages on India paper, gilt edged, bound in red morocco, flexible covers, gold stamped. 
The Mahin Advertising Data Book is worth more than the price—but in addition you will 


It is a beautiful little volume of 


Five Addresses by John Lee Mahin | 


Advertising the Highest Form of Commercial Achievement—delivered before the University 


Men’s .° 


The Commercial Value of Advertising—delivered before the College of Commerce 
and Administration of the University of Chicago. 

The Purchaser's State of Mind—An Essential of Value—delivered before the 
University of Illinois. 

Who Pays tor the Advertising?—delivered before the International 
Advertising Association. 


And a Sample Copy of THE MAHIN MESSENGER => 


If, after ten days you would like to keep all of the above and | 
be put upon our list to get The Mahin Messenger eleven more 
times, then just send us $2.00 and the literature is all your 
own. If you do not want the Data Book, the lectures 
and the Messenger, return them and you owe _ us 
nothing. Wereservethe right to withdraw this offer. 


MAHIN ADVERTISING COMPANY ... 
823 American Trust Building, 


S.C. DOBBS, Sales Manager, the Cocoa Cola | 
Company, Atlanta, Ga., says: ‘“‘I could not .- 
properly run the advertising end of this business . 
without The Mahin Advertising Data Book.’’.” 


” MAHIN 
°° ADVERTISING 
COMPANY 


>” 823 American Trust Bldg. 
CHICAGO 


— 
a" Gentlemen:— Please send me on 
‘.” ten days’ free trial— 


ki. 1—The Mahin Advertising 


Data Book. 


3s Mahin University 


Lectures. 


-"If after 10 days I would like to keep the same, I willsend 
you two doilars, and you are to send me The Mahin Mes- 
senger for 1908 without further cost or action on my part. 
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Do You Ever Want to Know 
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THE NEW 


Electrocraft Ilustra- 
ted List of Officially 
Approved Electrical 
Supplies 


1s now in preparation and will shortly be issued. 






































The publishers make the further important announcement that 

in view of the extraordinary influence exerted by this unique publi- 

cation in promoting National Code construction practice, and for 

the purpose of giving the widest possible extension to its field of 
activity, it will hereafter be distributed 


Absolutely Without Charge. 


The new Electrocraft Illustrated List is a vast improvement on 
the old publication. The pages have been greatly enlarged to allow 
of fuller description and finer representation of the different lines of 
material; and in paper, type and illustration the new list will be a 
beautiful example of the printing art. In it will be found everything 
electrical that has successfully passed the tests of the Underwriters’ 
Laboratories and that should be used in National Code construction 
work; and all clearly described and strikingly illustrated. 


The revised National Electrical Code, with many finely made 
cuts and drawings illustrating the application of the principal rules 
will continue to form an interesting and highly valuable feature of 
the book. 


POSTSCRIPT IMPORTANT: The mailing list is now being revised. In order to avoid 
the omission of names and to ensure perfect accuracy in the addresses, all persons wishing to receive 
copies of the new list are requested to write the publishers at once. In all cases, the letterheads of 
| the applicants must be used in order to gain attention. 





Electrocraft Publishing Co., DETRorr Micu. 
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Face to Face with 


OPPORTUNI I 


Electricity controls more trades, directs more men, offers more 
opportunities, than any other power that man has yet discovered. 
A knowledge of electricity makes those opportunities yours. It opens to you new fields, 
gives you new ideas, keeps you abreast of the times. You can get that knowledge by 
home study, during your spare time, from the 


CYCLOPEDIA or APPLIED ELECTRICITY 


NEW SIX VOLUME EDITION JUST OUT 








5,000 Pages, 7x 10 Inches, Bound in Half Red Morocco. 500 New Pages — Innumerable New Ideas. 





Treats in detail every practical, up-to-date electrical appliance. Every subject mentioned below presents a 
new opportunity: every page tells you how to grasp it and profit by it. It is written so simply and clearly, and 
is so comprehensive and authoritative, that you will find it f-2: of opportunities for you, whether you are 
already an expert electrician, or a young man just learning a trade. 

Each section is written by an expert, illustrated by special drawing, diagram or photograph, simplified by 
tables and formulas, proved by practical test questions, and carefully indexed forready reference. Tointroduce 
our correspondence courses, from which the Cyclopedia was compiled, we make this special 30 day offer. 


$18.00 Special Price Regular Price $36.00 


Gus «= Absolutely FREE for 5 days’ examination. Sent,express pre- as 
paid, on receipt of Coupon. If you want the books, pay us $2 within 
5 days and $2 a month until you have paid the special price of $18.00; otherwise return them at our expense. 
We employ no agents to annoy you. 











ell. ° 
mel Some of the Subjects Treated 
1-09 Electric Wiring — Electrie Bell Wiring — Electrie Telegraph — Wireless Telegraphy — Telantograph — Theory, Calculation, 
A. 8. of C. Design and Construction of Generators and Motors—Types of Dynamos and Motors—Elevators—Direet Current Motors— 
Please send Direct-Driven Machine Shop Tools—Eleetrie Lighting, including Are and Incandescent Lighting—Nernst Lamp, Cooper- 
Cyclopedia of Hewett Lamp, Osmium Lamp, Ete.—Eleetrie Railways, including Third-Rail System, Multiple-Unit Control, Eleetro- 
Applied Electric- “ Pneumatic Control—Alternating Current Motors, Ete.—Single Phase Eleetrie Railway—Electrie Welding—Mereury 
ity for FREE ex- Vapor Converter—Management of Dynamos and Motors, ineluding the Location and Remedy of Troubles, such 
nination. I wilisend “aM as Sparking at the Commutator, Heating, Ete.—Power Stations—Central Station Engineering—Central Station 
0 within five days ’ Design—Storage Batteries, including Charging and Discharging, Troubles and their Remedies, Tests for 
am 2.00 a month until I Pp Impurities, Ete.— Power Transmission—Alternating Current Machinery, including Alternating Current 
have id $18.0 aaa ) Generators—Synehronous Motor, Induction Motor, Transformer, Rotary Converter, Frequency Changer 
I i tify you to ser for i@) Ete.—Telephony, including Instruments, Lines, Exchanges, Common Battery Systems, Operation, 
th F . Maintenance Automatie Telephone — Wireless Telephony — Telephone Line Protection—Teleg- 
y raphone, Ete. 


NEE & AMERICAN SCHOOL OF CORRESPONDENCE 


AGAIN ixnciiéssss’sknsicsisseckensall DW DIV. 183, CHICAGO 
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This pose is one of a number for cards especially made for 
Brooklyn Electric Illuminating Company, Brooklyn, N. Y. 








Half Tone Reproduction Full Size of Card. 











HALT The buyer’s attention through 


the attractiveness of the vehicle 
conveying your advertising ap- 


and 
peal and the latter will surely 
HOLD ‘“oet home.” 


Real Photograph Advertising Cards 


are an attractive vehicle 
of publicity and will 
take “home” the Cen- 
tral Station’s advertis- 
ing appeal. A cam- 
paign in the interest of 
Electric Heating Ap- 
pliances through the 
medium of these cards 
will show asurprisingly 
satisfying result. This 
is the proof of ex- 
perience. The cards 
are real photographs, 
printed on sensitized 
paper direct from nega- 
tives. An original series 
of real photograph cards 
will make a producing 
advertising campaign. 


The Rotograph Co. 


Photo-Advertising Dept. 


684 Broadway, New York 
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Manufacturing Company, St. Louis, Mo 


° 
Ls — 








Alternating Current Motors 


Single-Phase and Polyphase 
WAGNER QUALITY 


Solicitors, Listen 
[It is quite essential to you that your Company hold itself responsible 
for the continuity and quality of power service. 
[t is quite essential to your Company that the motors you recom- 
mend shall be sturdy and reliable. 


Continuity of Service 


is a ‘‘characteristic’’ of alternating current motors not listed in 
catalogs nor ordinarily mentioned in specifications and not always 
appreciated by purchasers. That a motor deliver its rated power and 
live up to its guarantees are often the sole considerations toward its 
selection. You, however, can, to your own advantage, the advantage 
of your company, and of your prospective or actual power user, sug- 
gest that he investigate such details as the weight of the motor and 
its overload capacity. You will, perhaps, be surprised to find how 
Wagner motors measure up on this basis. They are to-day the most 
liberally designed of any manufactured in this country. By actual 
weight they will be found from 


% to 100% heavier 
for a given rating than anything else the market affords. The Wag- 
ner policy is to spare nothing in the original construction of the 


apparatus, and not to be found wanting should trouble develop. 
Please address the nearest office. 


Atlanta, Empire Bldg. Montreal, Bell Telephone Bldg. 
Boston, 110 State St. New York, 50 Church St. 

- Charlotte, N. C., Trust Bldg. Philadelphia, Real Estate Trust Bldg. 
Chicago, Marquette Bldg. Pittsburg, Farmers’ Bank Bldg. 
Cincinnati, First National Bank. Portland, McKay Bldg. 

Cleveland, New England Bldg. St. Louis, 6400 Plymouth Ave. 
Denver, 1621 Seventeenth St. San Francisco, Balboa Bldg. 
Kansas City, Dwight Bldg. Seattle, Pacific Block. 

Los Angeles, 326 South Los Angeles St. Sioux City, 515-517 Fifth St. 
Minneapolis, Security Bank Bldg. 


61-2070 


In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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CONTINUOUS SUBSCRIPTION ORDER 


FRANK B. RAE, Jr., 
74 Cortlandt Street, 
New York City. 


190 


Dear Sir :—Enclosed find $1.00 for which please send me SELL- 


ING ELECTRICITY for one year and thereafter until | cancel this 











order 
Name 
Address 
Company 














SIGN 
THIS 
PLEDGE 


a ee 
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HOW TO LIGHT A 
CLOTHING STORE 


One of the largest and most complete Clothing 














Stores in Boston is lighted by the Holophane System 








How? Whyr 








The story is told in the January issue of 


Holophane Illumination. Write for a free copy 


Address Publicity Department 


HOLOPHANE COMPANY 
227-229 Fulton St., New York 


Boston San Francisco Chicago 
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